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Introduction 
INTRODUCTION 
During last fifty years, there has been a remarkable development in 
the field of economic geography. It has moved in new interesting direction, 
which is known as marketing geography. The word 'market' has been 
derived from latin word 'marketus" which refers to the method or place of 
contact between buyers and sellers. Thus the markets is a place where 
people gather for purchase and sale of provisions like livestock, agricultural 
and non-agricultural commodities etc. market may be classified as daily and 
periodic markets( Bazman, B.F., 1959'; Coulson, J. and C.T. Corr^). 
Market is playing a vital role in the life of people with the 
advancement of the society. Today it has become a yardstick to measure the 
development of the world economy. Advanced countries have an edge over 
developing and under developed countries in terms of size and number of 
the markets. For example, Japan, U.S.A. and West European countries have 
larger density of market and shopping centres rather than developing 
countries like, India, South East Asia or some of the countries of South 
America or most of the countries of Africa. (Foggerland and Smith, 1979).^ 
The developed area even in India have better availability of markets where 
one can easily find the developed market centres with a larger volume of 
trades as in Punjab, Haryana, Delhi, Western Maharashtra and the industrial 
belt of the Hoogiy zone. Now it has been proved that some of the area of the 
world has developed very rapidly with the development of market centres 
1. Bazman, E.F., Macmillan (1959) Every Man's Encyclopedia, New York, Vol. 8, p. 73. 
2. Coulson, J. and C.T. Corr (1962). Oxford Illustrated Dictionary, London, p. 504. 
3 . Foggerland, V.G. and Smith, R.H.T. (1970). 'A Preliminary Map of Market Periodicities in 
Ghana, Journal of Developing Areas, vol,. 4, pp. 333-47. 
(Pawar, C.T. and Lokhande, T.N. 2004)'' such as Singapore. When we 
examine this fact in local perspective it is proved beyond doubt that market 
centres are actually the focal points from where the impulses of social and 
economic development spread to the rural area. But for a rapid development 
a feedback is also essential from the rural or surrounding areas. Thus we can 
say that markets are the life blood for the development of the rural areas, 
particularly in a backward rural economy where the economy is mainly 
dependent on agriculture. The importance of local market centres have been 
proved to be an incentive of economic growth at the local level in almost all 
parts of the world. 
Periodic Markets 
The term periodic reveals the happening of any event at a regular 
interval. Hence the periodic market is a place where traders and consumers 
meet together once or twice in a week to meet the demand of local and urban 
consumers (Bromley, 1975)^. It is based on temporal character. These 
markets are known with different names in different parts of the country. 
Their nomenclature also varies even in Uttar Pradesh. In western Uttar 
Pradesh they are known as 'painth' while in eastern and central Uttar 
Pradesh they are called 'haafov 'bazar' (Khan, N., 1991).^ 
The periodic markets play an important role in socio-economic life of 
rural people on account of fact that they are the centres of collection and 
4. Pawar, C.T. and Lokhande, T.N. (2004). 'Role of Market Centres in Regional Development - A 
Micro Level Analysis', Indian Journal of Regional Science, Vol. XXXVI, No. 1, pp. 103-112. 
5 . Bromley, R.J. (1975). "The Rationale of Periodic Markets', Annals of the Association of 
American Geographers, 65, IV, Dec. pp. 530-37. 
6 . Khan, N. (1991). Agricultural Development and Marketing, H.K. Publisher, Delhi. 
distribution for rural produce. They serve not only as a places of transaction 
of goods and commodities but also provide an opportunity for the people to 
meet and discuss the matter of mutual interest, particularly, social, political 
and economic conditions prevailing in the area. 
The periodic markets as nodal points or growth poles are very 
significant for the rural development, especially in agricultural and cottage 
industries sectors. The agricultural surplus either in original forms or in 
processed forms, reach the consumers at appropriate time or place to fulfill 
the local demand through these centres. The farmers get the money through 
the transaction for investment in their agricultural activities. Thus the 
availability of market facilities is one of the pre-requisites for a break 
through in the cumulative growth of agriculture in a region. In semi-
subsistence type of agriculture, where production is mainly to fulfill the 
needs of family. Periodic markets are the main source for providing 
facilities for selling their agricultural surplus to get money and incentive for 
increasing production (Shrivastava, V.K. 1977). 
Agricultural activities depend to a great extent on these markets. The 
demand structure of different commodities in the market results in 
diversification and alternation of farmer's decision for cultivation of a 
particular crop. These markets help in modernization and mechanization of 
agriculture by providing incentives to the farmers. They also work as 
stimulus for the revival of local trades and cottage industries (Kumar, B. 
1995).^ 
7 . Shrivastava, V.K. (1977). Periodic Maricets and Rural Development: Bahraich District - A Case 
Study, National Geographer, 12, 1 June, pp. 47-55. 
8 . Kumar, B. (1995). 'Marketing Rural Products in India', The Indian Journal of Commerce, Vol. 
XLVIII.No. 185, Part IV. 
There are different kinds of periodic markets, weekly, bi-weekly, tri-
weekly periodic markets, wholesale and retail periodic markets and so on. 
These markets are visited by three kinds of people (i) sellers (ii) 
consumers, (iii) by standards and administrators. Sellers are those persons 
who sell the commodities in the markets. They may be divided as producer-
sellers, part-time traders, full time traders and buying traders. The producer 
sellers visit the markets once or twice a week to sell their own surplus and 
work on their forms during the remaining days of the week. The full time 
traders are those traders who visit, almost, all the markets held in a week. 
They bring the commodities either from urban centres or from villages for 
sale in periodic markets. They are also called as selling traders. The buying 
traders serve as consumers in the periodic markets and purchase the 
commodities for sale in urban/town markets or in villages (Eighmy, T.H., 
1972).^ 
Consumers are those persons who visit the market for buying 
commodities of their daily needs. By standards are the persons who visit the 
markets for meeting people or for just going around the markets while the 
administrators are responsible for the maintenance of law and order in the 
markets. They are generally of high status in society (Amani, K.Z. and 
Khan, N. 1993'°; Saxena, H.M. 2003).'' 
9. Eighmy, T.H. (1972). Rural Periodic Markets and Extension of Urban System, A West Nigerian 
Example, Economic Geography, Vol. 40, pp. 333-47. 
10. Amani, K.Z. and Khan, N. (1993). 'Spatial Behaviour of Consumers and Traders in Periodic 
Markets', in North Indian State : A Case Study', Asian Profile, Vol. 21, No. 3, pp. 227-46. 
11 . Saxena, H.M. (2003). "Marketing Behaviour a Regional Analysis", R.B.S.A. Publisher, Jaipur. 
Periodic markets avoid the competition among themselves in term of 
location and time. They are generally, inversely integrated in time and 
space. In the case of inverse relationship between time and space, the 
sequence is optimal for consumers because all these markets are held on 
different days of market week or market ring (Smith, 1972'^; Singh S.B. and 
Singh, B.N. 1983'"'). The periodic market may be considered a centre place 
because, like a central place it serves on area and population larger than 
itself. However, it deviates from the concept of central place in the sense 
that the periodic markets are not feeded in time. Unlike the central place, the 
periodic markets are arranged hierarchically. They have rather grades or are 
horizontally integrated to each other on the space. Because such markets are 
almost homogenous in the variety of functions and services, they differ in 
size and volume of their functions and services (Christaller, W. 1933'"; 
Srivastava 8c Shrivastava, 1980''; Khan, N. 1993'^). 
The periodic markets are held in rural areas under the management of 
either landlords, 'Gramsabha or District Board'. Sometimes such markets 
are also held in urban areas. In these markets traders have to pay some 
charges for putting their stalls or shops in the market. The charge is known 
as 'tahabazarV, 'bathaki.' It is paid both in kind and cash which varies 
12. Smith, R.H.T. (1972). The Synchronization of Periodic Markets, in W.P. Adams and F.M. 
Heiileiner (eds.), International Geography, Toronto, pp. 591-93. 
13 . Singh, S.B. and Singh, B.N. (1983). "Spatio-Temporal Synchronization of Periodic Markets in 
Apart of India', The National Geographical Journal of India, vol. 29, No. 3 & 4, pp. I'il-AX. 
14 . Christaller, W. (1933). Central Places in Southern Germany, translated from German into 
English by C.W. Baskin (1966), New Jersey. 
15 . Shrivastava, V.K. and Shrivastava, H.O. (1980). "Hierarchy of Market Centres Application : A 
Methodological Approach", Deccan Geographer, Vol. XVIII, No. 2, pp. 815-21. 
16 . Khan, N. (1993). Periodic Rural Markets in North India", Kurushetra, Vol. 2, XLI, No. 6, pp. 
15-21. 
from commodity to commodity and trader to trader (Khan, N. and Ali, A. 
1998).'^ In urban periodic markets the traders pay two kinds of charges. The 
first charge is related to Mandi Samiti. It is paid by the traders at the time of 
entrance in the town. The second charge is taken by the market 
management. 
In view the importance of periodic markets in socio-economic life of 
rural people, the study of such markets in an essential feature of marketing 
geography. The major section of population in Shahjahanpur district is 
engaged in agricultural activities. The rural population in the area is more or 
less dependent on periodic markets for sale and purchase of commodities, 
especially, perishable goods and livestock. These markets also provide 
employment to itinerant traders who purchase the agricultural commodities 
from the villages and sell them in periodic markets. 
The study of periodic markets and its role in rural and agricultural 
transformation is an important aspect of marketing geography. A number of 
useful studies have been made to analyse and evaluate the different aspects 
of market centres especially or rural markets but little attention has been 
paid to examine the relation between periodic markets and agricultural 
development, which affects the socio-economic life of the rural population. 
Objectives of the Study 
Taking into consideration of significance of periodic markets in 
socio-economic life of rural people in Shahjahanpur district the researcher 
attempted the present study to understand the following objectives : 
17 . Khan, N. and Ali, A. (1998). "Periodic Markets and Rural Transformation in Gonda District, 
U.P. India, The American Society's Focus Journal, vol. 45, No. 1, pp. 34-37. 
1. To make a review of work done on the study of periodic markets. 
2. To understand spatio-temporal distribution of periodic markets. 
3. To assess tiie role of periodic markets in transaction of agricultural 
products. 
Study Area 
The researcher has selected a micro unit Shahjahanpur district as a 
study area. The area is selected taking into consideration of its location in 
the tract between the Ganga and foothill of the Himalayas, increasing 
commercialization of its agriculture and surplus food production. Its high 
agricultural productivity, which is higher than that of the districts of eastern 
Uttar Pradesh. 
The district of Shahjahanpur covers an area 4575 sq.km. with an 
inhabitants 2549458 persons. There are four tahsils (subdivisions), 14 
community development blocks, 11 urban centres, 2425 revenue villages 
and 139 rural periodic markets. 
Database and Research Methodology 
The study is based on the primary as well as secondary sources of 
data. The secondary data were collected from Census Office, New Delhi, 
Metreological Department, New Delhi and District Statistical Office, 
Shahjahanpur and District Agricultural Authorities, Shahjahanpur. 
The primary data were collected through field survey, by direct 
questionnaire method using stratified random sampling techniques in the 
months of August and September, 2003. The data were processed in tabular 
form and these processed data were analysed by using simple statistical 
techniques. 
Various statistical and geographical techniques of analysis, 
association and representation have been used to analyse and represent the 
data. 
(a) Simple percentage method has been used to analyse the data. 
(b) Mean method has been used to calculate the average area, average 
population etc. served by per periodic market. 
(c) The data representation has been done through 
(i) Ogive and frequency curve 
(ii) Choropleth and isopleth mapping 
Chapter Plan 
The present study has been divided into five chapters excluding 
introduction and conclusion. 
Chapter I deals with the geographical background of the area and 
describes a detailed description of physical and socio-economic environment 
of the district. 
Chapter II examines the different organizations of periodic markets 
and includes a detailed comment on growth and distribution of periodic 
markets. 
Chapter III describes meaning definition and characteristics of 
periodic markets, classification of periodic markets, hierarchy system of 
periodic markets, spatio-temporal organization, market synchronization of 
periodic markets, functional aspects of periodic markets. 
Chapter IV describes the distribution of periodic markets in 
Shahjahanpur district. It also deals with spatio-temporal analysis of periodic 
markets in relation of its area and population. 
Chapter V deals with the role of periodic markets in transaction of 
agricultural surplus. This chapter analyses the proportion of agricultural 
marketable surplus as well as traders dealing with marketable agricultural 
products to total traders in the periodic markets. 
In the last, conclusion, summarises the main findings of the study and 
highlights their importance for further research. A proposed plan for the 
Ph.D. work has also been incorporated. 
Chapter - I 
QeoQTophicat OutCoo^ of 
S Hafijcifianpur (District 
Chapter - 1 
GEOGRAPHICAL OUTLOOK OF SHAHJAHANPUR 
DISTRICT 
1.1 Historical Background 
Shahjahanpur district is one of the most important districts in 
Rohilkhand division of Uttar Pradesh forming the part of Great Indian Plain. 
The name of district is derived from its headquarters town Shahjahanpur. 
Nawab Bahadur Khan founded the city in 1647. It was established as a 
district in 1813. In ancient times it was a part of the Kingdom of Panchala. 
1.2 Location, Shape and Size 
The latitudinal and longitudinal extent of the district is 27°35' to 
28°20' N and 79°37' to 80°23' E. It is bounded, by Kheri in the east, Hardoi 
and Farrukhabad in the south, Badaun and Bareilly in the west and Pilibhit 
in the north. The total area of the district is 4575 sq.km.^ and total 
population is 25, 49,458 person according to 2001 census. 
From the administrative point of view it is divided into four tahsils 
(subdivisions) namely Powayan, Tilhar, Shahjahanpur and Jalalabad. There 
are 14 community development blocks, 11 urban centres, 2425 revenue 
villages and 139 rural periodic markets. 
1.3 Relief and Structure 
The whole district is a monotonous plain and is a part of the Indo-
Gangatic alluvial tract which extends over an area of about 4, 00,000 sq.km. 
The deposits of this tract belong to last phase of earth's geological history. It 
1 . Nevill, H.R. (1910). District Gazetteer of Shahjahanpur, Government Press, vol. XVII, p. 132. 
2 . Planning Map of Shahjahanpur District, Survey of India, 1995. 
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conceal beneath them the northern fringes of the peninsular formation? 
Surface features and gravity observations indicate that the Ganga plain is the 
deepest in the central portion and gradually gets shallow towards the west of 
Delhi and east of Rajmahal hills. 
The present characteristics of Gondwana rocks on the northern rim of 
this alluvial tract indicates that its sub-stratum is an extension of the 
peninsula, viz. Archean gneisses with areas of Vindhyan Godwana 
sediments.^ S.G. Burrard, on the basis of Geological data concluded that the 
plain occupies a deep rift valley with parallel faults on its two sides with a 
maximum down throw of twenty miles. 
The recent view regarding the origin of this region is that its crust 
formed between northward drifting Deccan plateau and the comparatively 
soft sediments accumulated in the Tethiyan as well as in the connected 
basins on the north. The crumpling of the sediments resulted in the 
formation of mountain system. According to Edward Suess, it is a fore deep 
formed in front of the resistant mass of the peninsula. When the sediments 
were thrust southward and comprised against them. The peninsula is 
regarded as a stable mass and central Asia as the weaker segment of the 
crust. The rivers from the Himalayas brought a tremendous amount of 
deposits since the Pleistocene age and thus the plain came into existence.^ 
3 . Krishnan, M.S. (1956). Geology of India Burma 
4 . Oldham, R.B. (1917). The Gangetic Basin and the Folding in its Floor, Memoirs of the Geological 
Survey of India, Vol. LXXII, Calcutta, p. 128. 
5 . Hayden, H.H. (1939). Notes on the Relationship of Himalayas to the Indo-Gangetic Plain and 
Indian Peninsula", Records of the Geological Survey of India, Vol. XLH, Part 2, Delhi, p. 167. 
6 . Burrard, S.G. (1912). "On the origin of the Himalaya Mountains", Geological Survey of India. 
ProfessionalPapert^Q. 12, Calcutta, p. 11. 
7 . Krishnan, M.S. (1956). Geology of India and Burma, Madras, p. 529. 
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The total thickness of the alluvium is not known, the deepest bore 
hole at Lucknow in Uttar Pradesh is only 1336 feet and has not touched the 
rock bottom.* According to Oldham, it has been deduced geologically that 
the depth of the alluvium along the outer edge of the Himalayas amounts 
4616 to 6156 metres.' According to Hayden, the geodetic evidence seems to 
conform to the generally accepted view that the Indo-Gangetic depression is 
a broad basin, shallow on the outer side and sloping gently inwards the 
Himalayas. *° 
The sediments of this basin are sand, salts and clays with occasional 
gravel beds and peaty organic matter, and varying proportions of loam. The 
older alluvium namely Bhangar is rather dark in colour and rich in nodules 
of impure calcium carbonate known as kankar in the northern India. The 
kankar concentrations are of all shape and size. The older alluvium forms an 
elevated terrace above the flood level. The newer alluvium called khadar, is 
light coloured and poor in calcareous matter. It contains lenticular beds, 
sands and gravels. It merges by insensible gradations into the alluvium.'" 
Taking into consideration the relief, drainage and forest coverage, the 
district may divide into following physiographic regions. 
Tarai This tract bears, a strong resemblance to the submontane tarai of the 
Pilibhit and Nainital districts, of which it is in fact continuation in tahsil 
Powayan. There is an abundance of forest and wasteland, with a fertile soil. 
8 . Oldham, R.D. (1939). The Deep Boring at Lucknow, Records of the Geological Survey of India, 
Vol. XXIII, Delhi, p. 263. 
9 . Oldham, R.D. (1939). The Structure of the Himalayas and of the Gangetic Plain, Memoirs of the 
Geological Survey of India, Vol. XLIII, Pt. II, Delhi, p. 82. 
10 . Hayden, H.H. (1939). The Himalaya and the Peninsula, Records of the Geological Survey of India, 
Vol. XLIII, Pt. 2, Delhi, p. 167. 
11 . Khullar, D.R., (2000). India - A Comprehensive Geography, Kalyani Publishers, New Delhi, pp. 
29-45. 
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due to high water level and unhealthy climate. However, a considerable 
portion of this tract has been reclaimed for cultivation in the last three or 
four decades. 
Gomati Tract This tract, a narrow strip along the Gomati, is a continuation 
of the tarai forest tract which terminates on the west and south-west in the 
upland or the bhanger tract roughly bounded by the Jhukna river and the 
right high bank of the Gomati river. 
Bhangar This track comprises the greater part of the district. It consists of 
a plain of light though moderate loam varied by heavy clay in the 
depressions and light sandy soil on the riverbanks at higher levels. It 
consists of older alluvium deposited above the flood plain of present rivers. 
Khadar The khadar is low land or newer alluvium, which included the 
flood plain of existing the rivers, which formed recently. The former 
includes about half of Jaitipur block and a strip, some 8 km in width in 
Jalalabad block. Here the Ramganga winds in constantly changing course, 
forming and reforming land with great rapidity, consequently, the soil varies 
widely, deposits of pure sand alternating with stretches of the richest loam 
silt, the result depending mainly on the character of the annual floods. A 
similar strip of tarai is to be found along the Ganga in the south western part 
of tahsil Jalalabad. Here, good fertile land is restricted in extent, the actual 
bed of the river is for the poorest and sandy, covered in places with high 
grass and brushwood, extending inland for about 5 km from the actual 
channel. 
Banknti This tract occupies the western and the largest portion of Jalalabad 
block. The name denotes the cleared forest lands, and traces of its former 
16 
appearance are to be seen in the numerous scattered patches of Dhak jungle. 
The bankati is a low-lying expanse of hard clay soil, in places rendered 
sterile by usar and the saline efflorescence is known as reh, especially in the 
vicinity of the sot. During the rains almost the whole bankati tract inundates, 
a fact, which accounts for the unhealthiness of the climate. The floods are, 
however, beneficial in their action and it is the drought, which is dreaded. 
1.4 Drainage Pattern 
The monotonous features of the area have been broken by a network 
of rivers flowing from north-west to south-east direction. The important 
rivers of the district are the Ganga, the Ramganga, the Gomti, the Garra and 
the Ul. All the rivers of the district ultimately discharge their water into the 
Ganga, and are included in the main Gangetic system. 
Ul The river has its origin in the low ground in the extreme south-east 
corner of Pilibhit district and for some distance form the boundary between 
Khutar block and Kheri district. 
Gomti The river has its origin sources in marshy tract near Mainakot in 
tahsil Purankot of Pilibhit district. It enters Shahjahanpur district on the 
northern border of tahsil Powayan. Running southwards, it separates Khutar 
block from Powayan block and goes to the district of Kheri. The Gomti has 
several tributaries, namely, the Kathna, the Jhukna and the Bhainsi. 
Garra It rises in the hills of Kumaon and known as the Nandhour. But 
after entering the Bhabar at Chorjallia in Nainital district, it is known as the 
Deoha. While in Shahjahanpur district it is usually called as Garra. It enters 
the district in the extreme north of tahsil Tilhar. The river flows tortuously 
17 
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towards (southward) Khudaganj and the town of Shahjahanpur. After 
reaching the southern border of the district, it separates Shahjahanpur and 
Hardoi districts and then it joins the Ramganga just above the confluence of 
that river with the Ganga. The Garra river has six tributaries, namely, the 
Khananaut, the Sukheta, the Katna, the Kaimua, the Garai and the Bhakri. 
Ramganga Rising in the hills of the ChamoU district of the snow covered 
range of the Himalayas. After traversing the district of Bijnor, Moradabad, 
Rampur, Bareilly and Badaun districts, it enters the Shahjahanpur district in 
Jalalabad tahsil. The river makes its way through Mirzapur block and 
Jalalabad block to join the Ganga in the district of Farrukhabad. For some 20 
km it form the boundary between Shahjahanpur and Badaun districts. It has 
several tributaries, the chief one are the Sot and the Bahgul. 
Bahgul The river, also known as east Bahgul in its upper course, is an 
important stream whose valley generally marks the western edge of the 
uplands. Rising in the district of Nainital, it traverses the eastern half of the 
district of Bareilly and enter this district some eight km west of Khudaganj 
near Hasanpur. Here it is joined by a watercourse known as the Gundhia or 
Sohania, which rises in tahsil Faridpur of Bareilly district, eight km away 
from the district boundary. It, then enters the district near Katra and 
transverse through the tahsils Tilhar and Jalalabad and joins the Ramganga 
near Khandar in tahsil Jalalabad, 
Ganga The Ganga touches this district for some 25 km the main channel of 
the river lies beyond the boundary of district Shahjahanpur, but there are 
several branches and backwaters, which traverse the khadar of tahsil 
Jalalabad. Areas around the bank of this river are generally sandy wastes 
growing long grass and tamarisk. 
Lakes There are a few places in the district where the surface water is 
unable to find an outlet, resulting in the accumulation of water in the 
depressions and the formation of numerous lakes and swamps. In tahsil 
Tilhar they include the large depressions at Palia Darobart, where the Garai 
river has its source. Two lakes are located to the north of Khudaganj. Three 
lakes are in vicinity of Katra. A collection of lakes is found to the north and 
west of Daakia Tiwari, from which the Barah derives its origin. In tahsil 
Shahjahanpur there is one lake of fair size at Jaraon on the main road 
between Kant and Jalalabad. Other lakes are those at Tikri, Badshahnagar, 
Simrai, Pandra Sikandrapur, Barmaula and Rajpur. In tahsil Powayan there 
are several tanks and lakes of considerable importance, the most noteworthy 
tanks are at Mati, Nawadia Munzabta, Dhangea, Nadantha, Nahil, Barhela, 
Khandwa and the Aun, mainari and Diwali lakes.'^ 
1.5 Climate 
Climate is one of the most important factor governing and controlling 
activities of man, natural vegetation, soils etc. The climate of 
Shahjahanpur district is characteristically monsoon with a rhythm of 
changing seasons. The changes, occur with respect to climatic elements 
which effectively control the whole agricultural setup and the arrangement 
of the crop seasons. 
The monsoon climate of the area is characterized by the two air 
currents, one, north-east and others south-west monsoon, in the winter and 
summer months of the year respectively.''* The reversal of temperature 
12 . Pande, K.N. (1988). Ultar Pradesh District Gazetteers, Shahjahanpur, U.P. Govt. Press, pp. 4-11. 
13 . Tiwari, A.R. (1971). Geography of Uttar Pradesh, p. 17. 
14 . Harvood, W.A. (1924). In the Gangetic Plain the north-east monsoon blows from north-west and 
south-west monsoon from south-east, Memoirs of Indian Meteorological Department, Vol. XXIV, 
Calcutta, p. 248. 
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condition and pressure of the air takes place twice in a year. The winter 
monsoon, being continental in origin, is mostly dry, while summer monsoon 
being oceanic in origin is moisture laden, the winter rains always remain 
lesser than the summer monsoon rains. 
The winter rains occur with western disturbances, which originate in 
the Mediterranean sea and enter India after crossing over Iraq, Iran, 
Afghanistan and Pakistan. They move eastwards causing light rain in the 
Gangetic plains.'^ According to Kendrew'^ the number of disturbances 
reaching India is 2 in November 4 in December, 5 each in Jan. and Feb. and 
4 in March. The cropping seasons - kharif and rabi are closely related to 
summer and winter monsoon seasons, and the abnormal weather conditions 
if any also affect the agricultural operation of the area. 
The dry part of the year is divided into two seasons i.e. cold weather 
season (November to mid January) and the hot weather season (mid March 
to mid June). The farmer correspondence with the season of rabi crops while 
the latter is completely dry which does not allow cultivation except few 
insignificant zaid crops consisting of melons, water melons, and cucumbers 
in the dry river beds. The wet summer season comprises the remaining 
months of the year i.e. from mid June to October, which correspond with 
kharif season. Thus there are generally recognised three seasons of the year : 
(i) Cold weather season November to March (Migrar to Fagon) 
(ii) Hot weather season March to June (Chet to Asar) 
15 . KhuUar, D.R., op.cit., p. 88. 
16 . Kendrew, W.G. (1961). Climates of Continents, Oxford University Press. 
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(iii) Rainy season June to mid September (Asar to Kartika) 
(iv) Cool weather season mid Sept. to November (Kartika to Migrar) 
In the cold weather season, the belt of high pressure extends from 
North western India and covers the whole of the Uttar Pradesh. The 
Temperature is to decline and the maximum and the minimum are 32.15''C 
and 8.95°C respectively in the month of November. The prevailing winds 
blow from west to east and is influenced by pressure distribution and trend 
of the Himalayas. 
However, the months of December and January registered a decrease 
both, in maximum and minimum temperature. The fog is common in these 
months, which occurs in night and lasts till early morning hours. 
Table 1.1 
Mean Monthly Maximum-Minimum Temperature in Shahjahanpur 
District 
Month 
January 
February 
March 
April 
May 
June 
July 
August 
September 
October 
November 
December 
Maximum 
temperature (**C) 
25.6 
31.5 
38.0 
42.4 
44.3 
43.9 
37.15 
35.5 
35.8 
35.1 
32.15 
28.0 
Minimum 
temperature ("C) 
4.8 
6.9 
11.25 
16.6 
21.25 
22.9 
23.20 
23.40 
22.5 
16.5 
16.5 
5.9 
Source : Meteorological Department, Government of India, New Deilii. 
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The season between March and mid-June is considered as the hot 
weather season. The winds blow from west to east direction during this 
season. The scorching heat of the sun in the month of May and June with 
fast blowing hot westerly wind is, locally known as 'loo'. The month of May 
recorded the highest temperature. Mean monthly maximum and minimum 
temperature recorded in this month are 44.3°C and 21.5°C respectively. 
The rainy season starts from 15 June with the over burst of south-
west monsoon. The advent of monsoon brings a complete change in weather 
with an appreciable fall in temperature. The mean monthly maximum 
temperature ranges between 37.15°C (July) and 35.1°C (October) and mean 
monthly minimum temperature varies from 23.40°C (July) to 16.5°C 
(October) during this season (Table 1.1). 
The average annual rainfall in the district is 1,019.5 mm. The rainfall 
in the district in generally increases from south-west to north-east. The 
annual rainfall varies' from 860.4 mm at Jalalabad to 1108.1 mm at 
Powayan. About 87 percent of the annual rainfall is received during the 
south-west monsoon months (June to September). However, highest rainfall 
(300 mm) is recorded in the month of July. The detail of rainfall in 
Shahjahanpur district is given in table 1.2. 
1.6 Soils 
Soil is an important resource, which developed through loose fine 
particles equipped with various kinds of organic and inorganic compound 
under the interaction of climate, rocks and biological process in any area. 
It is usually differentiated into horizons of minerals and organic 
constituents of variable depth, which differ from the parent material below 
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in morphology, physical properties and constitution, chemical properties and 
composition and biological characteristics.'^ The main soil of the region are 
as follows. 
(a) Alfisols 
Alfisols are soils of humid and sub humid climates with a subsurface 
horizon of clay accumulation and high base status. They range from 
equatorial to sub arctic latitude zones. They have a pale, gray, brownish or 
reddish surface horizon.'* This soil includes i.e. (i) red sandy and (ii) red 
loamy. 
(i) Red Sandy 
This type of soil covers a major portion of the district. The surface 
soil is yellow to brown in nature with brownish yellow subsoil. Owing to 
light and open texture of the soil, its water retention capacity is low but it 
can be made capable of producing good crops if irrigation facilities are 
provided. 
(ii) Red Loamy 
The soil is characterised by yellowish grey colour at surface and dark 
colour in lower horizon. As compared with Domat (red sandy) soil, it is rich 
in clay and its water retention capacity is high. The calcareous materials are 
leached down from the surface at various depths where they are accumulated 
to form kankar nodules. 
17 . Dubey, R.N. and Nagi, B.S. (1968). Economic Geography of India, Allahabad, p. 101. 
18 . Strahiar, A. and Strahlar, A. (2001). Physical Geography, John Wiley & Sons, Singapore, pp. 594-
597. 
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(b) Arid Soils 
Arid soils are soils of dry climates deficient in organic matter, and 
often having subsurface horizons of accumulation of carbonate or soluble 
salts.'' These saline and alkaline type soils are called usar soils in this 
district. The most striking features of this soil is the irregularity of their 
distribution. It is very difficult to show the extent of these soils as they are 
unevenly distributed with small pieces of fertile lands. The data regarding 
the soils of the area have been recorded by the Department of Agriculture, 
Uttar Pradesh.^" 
1.7 Ground Water 
The region is potentially quite rich in ground water resource, both 
free and confined. The confined aquifer (permanent water table) generally 
strikes between 60-90 m depth, while the temporary water table (free 
aquifer) lies at the depth less than 30 m with wide spatial seasonal 
variations. 
The free aquifer bears significant relationship with the relief, 
geological structure, existing water channels, as rivers in khadar tracts have, 
in general, lower water table which probably owes to seepage, while the 
heavy clay belts of the Bhangar have higher water table. 
1.8 Flora and Fauna 
The forests of the district is the continuation of those of the districts 
of Kheri and Pilibhit and mostly consists of Sal trees which are locally 
called "koron'. The growth of these Sal trees is generally low. There are 
19. Strahlar A. and Strahlar, A, op.cit. 
20 . Agrawal, R.R. and Mehrotra, G.L. (1952). Soil Survey and Soil Work in Uttar Pradesh, Vol. II, 
pp. 41-51. 
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several other species, the chief being Asna {Terminalia latifolid). Dhak is 
the common tree found throughout the district. Stretches of open grass waste 
are found. They are of great use as supplying thatching grasses, like gandar 
or panai, kans {Saccharum spontaneum), sarpet, santha and munj. 
The other trees found in the district are mango (Mangifera indica), 
babul {Acacia arabica), sissoo {Dalbergia sissoo), semal {Salmalia 
malabaria), siris {Albizzia species), tamarind {Tamarindus indica), pipal 
{Ficus religiosa), bargad {Ficus bengalensis), pakar (Ficus indica), and 
gular (Ficus glomerata). In addition to these bamboos are to be seen almost 
everywhere and are of much economic value. 
Table 1.3 
Area Under Forest in Shahjahanpur District (2000-01) 
S.No. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
CD. Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawal khera 
Kalan 
Mirzapur 
Jalalabad 
Total 
Area (in hectares) 
2169 
6730 
475 
360 
17 
-
-
9 
-
-
-
189 
55 
45 
10499 
Percentage of total 
reporting area 
5.63 
14.59 
1.59 
1.42 
0.07 
0.00 
0.00 
0.02 
0.00 
0.00 
0.00 
0.76 
0.15 
0.16 
2.33 
Source : District Statistical Magazine, Shahjahanpur (2003-04). 
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The wild animals generally found in the district are leopard, wolf, 
blue bull, wild pig and cheetal. Leopard, wolf and cheetal are found in the 
jungle of north and along the bank of the Gomati river. Blue bull is common 
in Dhak jungles while Pigs abound in khadar. Small animals like fox, jackal 
and hare are also found in great numbers. Birds commonly found in this 
jungle are partridge peafowl, snipe, cuckoo, geese 
1.9 Population 
With a population of about 2.54 million (2001), the district of 
Shahjahanpur has 33^ ** rank in populated districts of Uttar Pradesh. The 
number of population and their spatial distribution, density and its 
occupational structure reveal that men have not been only a creator of 
cultural landscape but also a basic constituent of the ecosystem of the 
region. The regional distribution of population and growth have mainly 
related to economic landscape of the district. 
Table 1.4 
Decadal Growth of Population in Shahjahanpur District (1901-1991) 
Year 
1901 
1911 
1921 
1931 
1941 
1951 
1961 
1971 
1981 
1991 
2001 
Person 
989498 
963234 
855719 
904890 
983435 
1004435 
1130256 
1286104 
1647664 
1987395 
2549458 
Percentage 
-
2.5 
-11.2 
5.7 
8.7 
2.1 
12.5 
13.8 
28.1 
20.6 
28.3 
Source : District Statistical Magazine, Shahjahanpur, 2003-04. 
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Table 1.5 
Block wise Distribution and Growth of Population in Shahjalianpur 
District - 1991 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
Development 
Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawal khera 
Kalan 
Mirzapur 
Jalalabad 
Persons 
134958 
118499 
101077 
110366 
92595 
104826 
103219 
104880 
111703 
114369 
141006 
96520 
92689 
148058 
Growth (%age) 
25.38 
22.90 
23.20 
17.28 
18.10 
16.00 
20.40 
22.88 
12.70 
15.00 
19.50 
16.00 
14.70 
15.90 
Source : District Statistical Magazine, Shahjahanpur (2003-04). 
(i) Table 1.5 showing the distribution of population in the district of 
Shahjahanpur clearly indicate that there is considerable variation in number 
of people living in different blocks. The main cause for this uneven 
distribution can be attributed to the existence of plain and fertile land, the 
level of urbanization, industrialization and facilities of transportation and 
communication. 
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(ii) Table 1.5 shows that Jalalabad block (148058 persons) has highest 
number of population followed by Bhawal kheda (141006 persons) and 
Banda (134958 persons) while Katra (92595 persons) and Mirzapur (92689 
persons). 
(iii) Blocks show recorded lowest number of population. The average 
decadal growth rate of population in Shahjahanpur district is 28.3 per cent 
which is higher than the national average 21.34 percent as well as state 
average 25.8 per cent. 
(iv) The table 1.5 shows that all the blocks has lower decadal grov^h rate 
in comparison to average growth rate of the district as a whole and the 
growth rate varies from block to block ranging between 25.38 percent in 
Banda to 12.70 percent in Kant block. The northern blocks of Shahjahanpur 
district and Powayan sub-division record relatively higher growth rate than 
the southern i.e. Kant, Jalalabad and Mirzapur. The percentage of the growth 
rate of population, recorded in different blocks, is highly variable. It varies 
between 12.70 per cent (Kant) to 25.39 percent (Banda). The growth of 
population in different blocks is in ascending order is as follows : 12.70 
percent (Kant), 14.70 percent (Mirzapur), 15.0 percent (Dadraul), 15.90 
percent (Jalalabad), 16.0 percent (Kalan and Jaitipur), 17.38 percent 
(Sindhauli), 18.10 percent (Katra), 19.50 percent (Bhabalkhera), 20.40 
percent (tilhar), 22.28 percent (Nigohi), 22.90 percent (Khutar), 23.20 
percent (Powayan), and 25.38 percent (Banda). The fact is given in 
Table 1.5. 
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Table 1.6 
Block wise Density of Population in Shahjahanpur District - 1991 
Rank 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
Community Development 
Block 
Bhawai Khera 
Nigohi 
Sindhauli 
Tilhar 
Jalalabad 
Mirzapur 
Katra 
Kant 
Powayan 
Dadraul 
Kalan 
Jaitipur 
Banda 
Khutar 
Density (per sq.km.) 
in descending order 
416 
400 
377 
371 
366 
353 
342 
335 
334 
330 
325 
324 
295 
245 
Source : District Statistical Magazine, Shahjahanpur, 2003-04 
1.10 Density of Population 
The density of population is a measurement of population pressure on 
a given unit of land. The density of the district, as v '^hole is 434 person per 
sq.km. this is lower than that of Uttar Pradesh (876). Table 1.6 exhibits 
block wise density of population during 1991 it is found that only one block 
namely Bhawalkhera and Nigohi were having high density which have 
above 400 persons per sq.km, the medium concentration (density) of 
population were found in blocks of Sindhauli (377), Jalalabad (366), 
Mirzapur (353), Katra (342), Kant (335), Powayan (334), Dadraul (330), 
Kalan (325), Jaitipur (324), while the blocks of Banda and Khutar in 
Powayan sub-division show low density of population (less than 300 
persons per sq.km.). 
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1.11 Literacy 
The population commission of United Nations considers the ability, 
to both read and write a simple message with understanding in any language, 
a sufficient basis for classifying a person as literate. Indian census has 
adapted this definition and it was felt that population aged seven years and 
above should be classified as literate or illiterate. Literacy level is an 
important characteristic of population. Improvement in literacy is an 
important index of social and cultural advancement and economic 
transformation that the countries undergo. 
Literacy Rate Literacy rate is the number of literate persons for each 
hundred people and is expressed in percentage. 
Table 1.7 
Block wise Level of Literacy in Shahjahanpur District - 1991 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
Community Development 
Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawal khera 
Kalan 
Mirzapur 
Jalalabad 
Urban 
District 
Persons 
32087 
28809 
26090 
22281 
23907 
20084 
23427 
21505 
26827 
20049 
31272 
17308 
19025 
30246 
169427 
512409 
Percentage 
29.7 
30.5 
31.9 
25.0 
32.3 
23.9 
28.3 
25.7 
29.6 
21.9 
27.7 
22.4 
25.5 
25.6 
50.6 
33.7 
Source : District Statistical Magazine, Shahjahanpur (2003-04) 
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The table 1.7 shows the block wise level of literacy in Shahjahanpur 
district during 1991. The total 512409 persons are literate. The percentage of 
literacy in the district is 33.7. It is obvious from the table that urban literacy 
rate rather high (50.6%) than district average. 
Block wise analysis of level of literacy indicates, as evident from 
table 1.7 there is regional variation of literacy from one block to other. The 
highest level of literacy is recorded in blocks of Katra. It is followed by 
Powayan (31.9), Khutar (30.5), Banda (29.7),Kant (29.6), Tilhar (28.3), 
Bhawalkhera (27.7), Nigohi (25.7), Jalalabad (25.6), Mirzapur (25.5), 
Sindhauli (25.0), Jaitipur (23.9), Kalan (22.4) and Dadraul (21.9). 
1.12 Occupational Structure 
The population of the country generally classified under worker and 
non-worker groups. The worker group consists of two sections i.e., main 
workers and marginal workers. Main workers include those persons who 
were engaged in work for a major part of the year i.e. at least six months or 
183 days. While the latter group includes the persons who were engaged less 
than 183 days or six month in workers. 
Table 1.8 shows that 31.2 per cent of the total population of the 
district is main workers. Out of 620574 workers, the dominant groups 
consisting of cultivator and agricultural labours are 348933 and 88901 
persons respectively. They represent 64.28 (cultivators) percent and 14.32 
(agricultural labourers) percent of the total work force in the district. People 
engaged in non-agricultural occupations, such as, manufacturing, 
processing, trade and commerce and other services accounts about one fifth 
of the total work force. Block wise distribution of various trends of workers 
reflects a regional variation from one area to another area . 
00 
•Si 3 
a H 
OS 
•s 
9 a 
a 
C3 
.fi 
OS 
'S 
C O 
c o 
a 
o 
I 
s 
o e o 
u 
CO 
o 
V) 
2 5 
O u 1^ 
1 e 
2I 
u i2 
0 | 
a l ' l 1 
« c *• '5 
c o E (« 2-c o V H S O 
E S 
U 
1 C 
M O 
z ^ -c "O 
.£ 
2 -O to 
60 b 
si 
^ c 
u bO O 
2 .S -o 5 S S 5 ^  
.ACS 
< 3 « 
o — 
^ o 
3 ' 
U 
B 
E 
H 
Q Z 
. d 
ON 
o 
CO 
CO 
oo 
00 
po 
CM 
OO 
ON 
o 
vo 
00 
-a 
c 
CQ 
00 
NO 
o\ 
o 
en 
00 
CN 
§ 
<n 
oo 
CO 
m 
NO 
00 
3 
CS 
o 
o 
o 
r1 
00 
en 
m 
vo 
VO 
00 
t^  
5 
ON 
00 
00 
1^ 
vo 
<N 
VO 
ON 
vo 
00 
c 
1 
o 
a. 
m 
00 
en 
en 
<0 
NO 
r-
m 
vo 
00 
00 
00 
ON 
o 
00 
en 
vo 
00 
o 
«^  
en 
00 
o 
en 
r-
"3 
ca 
"* 
o 
00 
<N 
en 
00 
00 
en 
00 
n 
NO 
m 
o 
t^  
vo 
ON 
VO 
o 
m 
<N 
en 
ON 
• 
en 
vo 
o 
vo 
o 
ON 
1 
«o 
00 
oo 
en 
vo 
en 
o 
ON 
vo 
00 
ON 
VO 
m 
o 
00 
vo 
en 
o 
m 
00 
vo 
CNl 
<s 
r-
en 
«n 
en 
vo 
00 
o 
en 
.g. 
"4-* 
'S 
•-» 
*© 
00 
en 
en 
vo 
vo 
vo 
(S 
en 
vo 
00 
VN 
ON 
en 
en 
00 
o\ 
0 
<N 
en 
0 
en 
vo 
0 
m 
vo 
00 
vo 
0 
en 
P 
r-
vo 
>n 
fN 
rn 
(S 
en 
0 
en 
en 
en 
en 
ON 
00 
M 
en 
ON 
NO 
vo 
VO 
-
vo 
ON 
0 
0 
00 
ON 
JB 
^ 
ON 
VO 
en 
ON 00 
0 
r~ 
en 
vo 
en 
vo 
en 
00 
00 
0 
vo 
vo 
VO 
1 
en 
00 
00 
1^ 
ON 
0 
o> 
ON 
00 
en 
0 
0 
•<3-
ON 
00 
en 
vo 
ON 
ON 
en 
en 
ON 
m 
C~ 
«n 
•<i-
0 
ON 
NO 
00 
00 
"3 
2 
•0 
Q 
0 
0 
en 
0 
vo 
0 
en 
0 
0 
en 
NO 
vo 
NO 
00 
00 
00 
<n 
<n 
vo 
en 
vo 
ON 
ON 
2 
u 
M 
-
NO 
en 
en 
en 
en 
en 
en 
en 
vo 
0 
vo 
NO 
en 
vo 
0 
vo 
*-< 
VO 
00 
1 
ON 
en 
0 
ON 
c 
"eS 
(N 
ON 
en 
0 
en 
vo 
en 
0 
en 
vo 
00 
00 
m 
ON 
ON 
00 
VO 
-
ON 
VO 
en 
en 
en 
ON 
3 
a 
en 
r-
tN 
0 
ON 
00 
ON 
r-
<N 
00 
en 
en 
<N (S 
0 
VO 
en 
in 
>n 
vo 
-
00 
00 
«n 
00 
00 
ON 
00 
m 
•a 
ca 
•§ 
•<!l-
m 
<N 
v-i 
0 
00 
vo 
00 
<r> 
0 
vr> 
en 
en 
NO 
<N 
0 
CN 
00 
NO 
«N 
0 
in 
«n 
es 
en 
0 
vo 
VO 
00 
0 
CN| 
ON 
en 
00 
en 
2 
3 
m 
0 
0 
0 
ON 
VO 
ON 
«n 
vo 
en 
vo 
m 
vo 
<N 
m 
CN) 
0 
00 
en 
m 
m 
r-
vo 
00 
ON 
(N 
en 
0 
en 
ON 
0 
0 
<s 
00 
ON 
C 
CQ 
0 -^ 
<N en 
m 0? 
m 0, 
Ov ,-> 
vo ^ -^  
en t^ 
5^  SS 
vo •' 
00 :^ 
ON TT 
CN| W 
f~ 00 
«n 0^ 
r~ 00 
r- CM 
— m 
vo en 
c^ -^  
00 ^ 
00 rJ' 
«n «n 
en 0 
ON • 
00 ^ 
00 ^ 
ON C>) 
^ NO 
m N—' 
1 
40 
I 
en 
o 
o 
es 
CO 
.S 
g» 
u 
•I 
41 
Table 1.9 
Block 
S.No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
wise Distribution of Workers in Shahjahanpur District - 1991 
Community 
Development 
Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawalkhera 
Kalan 
Mirzapur 
Jalalabad 
Percentage of 
main worker 
to total 
population 
31.9 
31.8 
31.4 
31.9 
30.7 
34.1 
31.5 
30.8 
32.6 
33.4 
30.5 
34.6 
32.5 
32.6 
Percentage of 
agricultural 
worker to total 
main workers 
17.7 
17.4 
18.8 
16.6 
16.2 
9.9 
20.0 
15.5 
13.3 
16.8 
21.4 
9.6 
10.4 
11.6 
Percentage 
worker of 
household 
industry to 
total main 
workers 
0.03 
0.4 
0.5 
0.5 
0.7 
0.6 
0.6 
0.8 
0.4 
0.4 
1.0 
0.9 
0.9 
0.9 
Source : District Statistical Magazine, Shahjahanpur, 2003-04. 
1.13 Agricultural Economy 
Agriculture is the main occupation in the district. About 64.28% of 
population engaged in agricultural and related activities. Diversified form of 
agriculture, in term of cultivation of crops, is the main feature of the area. 
Rice, wheat, barley, maize, mustard, potato, sugarcane, etc. are important 
42 
crops of the areas. The status of agriculture in the district of Shahjahanpur 
can be understood in the following discussion. An analysis of various 
categories of landuse in the district, may be helpful in understanding the 
existing status of agricultural economy and limitation of its development. 
Table 1.10 shows that during (2000-01) the total reporting area of the 
district is 457,613 hectares and under forest is merely 10,499 sharing 2.29 
percent of the total reporting area. While net sown area occupies 363,815 
hectares of land i.e. 79.50 of total reporting area of the district. 
The rest of the land has been classified mainly as land not available 
for cultivation, other uncultivated land old fallows and current fallows. The 
category land not available for cultivation includes land put on non-
agricultural use and barren and uncultivable land which account for 8.59 
percent of the total reported area. The area under this category consists of 
permanent pasture land, land under miscellaneous trees crop and graves, and 
culturable wasteland. They share 0.21, 0.91 and 1.02 percent of total 
reported area respectively. However, the area occupied under fallows and 
current fallows during 2000-01 are 8,995 and 18,099 hectares respectively. 
They contributed 1.97 and 3.95 percent of total reported area. Moreover, this 
category of land use, in term of percentage of area has shown in Table 1.10 
which shows regional variation from block to block. 
Cropping Pattern 
Shahjahanpur district is situated between the Himalayas and the 
Ganga river. The soil of the district is mainly alluvium and fertile. Various 
kinds of cereals, pulses, oil seeds, cash crops like sugarcane, potato and so 
on are cultivated in the district. The total cropped area is 598138 hectares 
during 2000-01. 
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Table 1.11 shows that wheat is the dominant crop in the district. It is 
cultivated in 255848 hectares of land, which account for 42.78 percent of 
gross cropped area. Rice is the next crop, which is cultivated in 195496 
hectares recurring 32.42 percent of total cropped area. While the sugarcane, 
oilseeds, pulses and potato are 9.15%, 4.44%, 3.73% and 0.88% respectively 
to the total cropped area under the cultivation varies from block to block. 
Livestock Husbandry 
Livestock husbandry is an allied activity in the study area. Rearing of 
livestock is in traditional form attached with cultivation of crops. The 
important species of livestock are cattle, buffalo, goat, sheep and pig in the 
district. Buffalo accounts for highest proportion of livestock with a share of 
about 40 percent. It is followed by cattle (31%), goat (22.4%). Table 1.12 
indicates that 90 percent of livestock is reared in rural areas while 10 
percent in urban areas. Such variation is found in terms of species of 
livestock too. 97% of buffalo, 97.23 percent of cattle, 96.40% of goat, and 
90 percent of other are also reared in rural areas. The proportion of various 
species of livestock also varies from block to block. 
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Table 1.12 
Block wise Animal Rearing in Shahjahanpur District - 1997 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
Community 
Development 
Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawal khera 
Kalan 
Mirzapur 
Jalalabad 
Rural 
Urban 
Total 
Cattle 
24259 
(34.99) 
24280 
(32.97) 
21461 
(31.55) 
13972 
(24.59) 
18785 
(30.47) 
19047 
(31.37) 
18768 
(30.56) 
18251 
(30.46) 
20442 
(32.19) 
22211 
(35.10) 
21234 
(33.55) 
25511 
(30.18) 
27487 
(29.70) 
24581 
(28.58) 
300289 
(97.10) 
9001 
(2.90) 
309290 
(100) 
Buffalo 
24668 
(35.59) 
25970 
(35.26) 
24886 
(36.59) 
21101 
(37.14) 
26379 
(42.77) 
25672 
(42.28) 
26735 
(43.52) 
27240 
(45.17) 
26497 
(41.73) 
25865 
(40.87) 
25999 
(41.08) 
35391 
(41.86) 
37251 
(40.25) 
35183 
(40.92) 
388837 
(97.23) 
11082 
(2.77) 
399919 
(100) 
Goat 
17182 
(24.79) 
19996 
(27.15) 
18075 
(26.57) 
18712 
(32.93) 
13853 
(22.46) 
12963 
(21.35) 
13080 
(21.29) 
11863 
(19.67) 
12047 
(18.97) 
11751 
(18.57) 
11457 
(18.10) 
17432 
(20.62) 
22029 
(24.02) 
20285 
(23.59) 
220725 
(96.41) 
8211 
(3.54) 
228936 
(100) 
Pig 
2707 
(3.90) 
2618 
(3.55) 
2981 
(4.38) 
2527 
(4.40) 
2158 
(3.49) 
2568 
(4.23) 
2225 
(3.62) 
2405 
(3.98) 
3445 
(5.42) 
2100 
(5.42) 
3495 
(5.52) 
3965 
(4.69) 
3842 
(4) 
3865 
(4.49) 
40901 
(95.18) 
2068 
(4.82) 
42969 
(J 00) 
Others 
496 
(0.71) 
784 
(1.06) 
609 
(0.89) 
507 
(0.88) 
497 
(0.80) 
458 
(0.75) 
616 
(1.00) 
545 
(0.90) 
1057 
(1.66) 
1350 
(1.66) 
1096 
(1.73) 
2234 
(2.64) 
1926 
(2.08) 
2072 
(2.40) 
14247 
(89.16) 
1732 
(10.84) 
15979 
(100) 
All 
69312 
(100) 
73648 
(100) 
68012 
(100) 
56819 
(100) 
61672 
(100) 
60708 
(100) 
61424 
(100) 
60304 
(100) 
63488 
(100) 
63281 
(100) 
63281 
(100) 
84533 
(100) 
92535 
(100) 
85986 
(100) 
964999 
(96.78) 
32094 
(3.22) 
997093 
(100) 
Source : District Statistical Magazine, Shahjahanpur, 2003-04 
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1.14 Industrial Economy 
As far as industrial development is concerned, Shahjahanpur is one of 
the backward district of Uttar Pradesh. The industries and processing units, 
in the district, comprise of registered mills, small scale industrial units, 
village and cottage industries. 
Registered mills There is 105 registered mills (sugarcane, chemical 
fertilizers, textiles, alcohol and paper chemical mills) in the district and 972 
persons was employed in 2000-01. 
Small Scale Industries The small scale industries are those which have 
total investment including land assets, buildings, machinery and equipment 
not more than 3 crore irrespective of number of person employed. During 
the year 2001-02, there were 896 small scale industries units in the district. 
The number of units varies from block to block (4-77), 2,136 persons were 
employed in such small scale industries which are mainly depend upon local 
available raw materials. 
Village and Cottage Industries Cottage industries, also called household 
industries, are organised by individuals with private resources and with the 
help of members of the households. These industries use locally available 
resources and skills, e.g. carpet weaving, handloom and handicrafts industry 
etc. There were 28 units and 82 persons are employed in such type of 
industries in Shahjahanpur district 2000-01 (Table 1.13). 
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Table 1.13 
Block wise Distribution of Industries in Shahjahanpur District 2000-01 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
Community 
Development 
Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawal khera 
Kalan 
Mirzapur 
Jalalabad 
Rural 
Urban 
Total 
Registered mills 
No. of 
unit 
7 
9 
11 
4 
6 
4 
5 
4 
5 
7 
5 
4 
4 
4 
79 
26 
105 
No. of 
worker 
23 
26 
143 
19 
38 
21 
175 
23 
19 
143 
24 
28 
21 
32 
735 
237 
972 
Small scale 
industries 
No. of 
unit 
48 
26 
31 
46 
8 
4 
77 
34 
61 
24 
33 
9 
12 
35 
448 
448 
896 
No. of 
worker 
151 
81 
94 
112 
20 
8 
247 
129 
178 
70 
165 
33 
32 
122 
1442 
694 
2136 
Village cottage 
industries 
No. of 
unit 
-
3 
3 
-
2 
-
1 
-
-
-
1 
-
-
4 
14 
14 
28 
No. of 
worker 
-
7 
7 
-
7 
-
4 
-
-
-
3 
-
-
13 
41 
41 
82 
Source : District Statistical Magazine, Shahjahanpur 2003-04. 
1.15 Transportation 
Transport network is dominant ingredient in the development of 
socio-economic and cultural life of the region. It plays an important role in 
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creating contact between city or market and its arbitrary area and helps in 
movement of goods and men efficiency. 
The basic structure of transport system of the region are network of 
road and the railways. These transport arteries particularly the road and 
railways have had profound impact on the nature of regional economy and 
social and political structure and have brought out remarkable change in 
type of volume of traffic as well as its orientation in recent years. Intra 
district transport suffers from the enormity of rather low connectivity of 
villages to main roads, discourages the agricultural and industrial 
development in the region. In view of enormous task of agricultural and 
industrial developments, the need for huge expansion of road network 
becomes imperative. 
The district is served by a total road length of 1,489 km. The 
distribution of road length is not uniform in different blocks of the district. It 
varies from block to block ranging between Bhawalkhera (135 km) and 
Jaitipur (74 km.). 
Moreover, only 492 villages out of 2051 in the district are linked 
directly with road network. The number of villages located off the road at 
different distances are 560 villages (11.12 percent), 442 villages (27.30 
percent), and 359 (16.04 percent) in the range of less than 1 km, 1-3 km, 3-5 
km, and more than 5 km respectively (Table 1.14). Besides the important 
towns i.e. Shahjahanpur, Roza, Katra, Tilhar, etc. are connected with 
railways too. 
Chapter - II 
Literature (Review 
Chapter - II 
LITERATURE REVIEW 
2.1 Review of Work Done in Marketing Geography 
Marketing geography is an important sub-field of economic 
geography. The study of distributive system of commodities and services 
between producers and consumers were rarely undertaken by geographers 
upto 1950. Some sporadic discussion and surveys, no doubt, had been made 
on marketing activities, both in rural and urban centres in the world. But 
these studies were considered as a part of either urban geography, industrial 
geography or agricultural geography. 
However, the fifth decade of the twentieth century witnessed the 
introduction of new discipline of marketing geography. William Applebaum 
(1954)' laid the foundation of this discipline by defining well the field and 
scope of marketing geography. He stated that marketing geography is 
concerned with the delineation and measurement of market with the 
channels of distribution through which goods move from producers to 
consumers. During the 1960's and 70's marketing geography became very 
popular in western world especially for planning the location of different 
commercial firms in U.S.A. and Great Britain. But most of the studies were 
concerned with the wholesaling and retailing in the urban centres. 
The market centres were considered as fijnctions of centrality which 
provided various types of fiinction and service to their tributary areas. With 
1 Applebaum, W. (1954). Marketing Geography in James, P.E. and Jones, C.F. (ed.) American 
Geography: Inventory and Prospect, Syracus. 
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the introduction of central place theory of Christaller (1933) and Losch 
(1954)^ the study of service centres including wholesaling and retailing 
became very common. 
B.W. Hodder (1953)'' highlighted the distance factor in determining 
the demand of goods in the market centres. The limit of market area is the 
maximum range of threshold value of goods distributed from market centres. 
He concluded that the goods distributed in all the markets but high order 
goods dealing markets also started in this decade. Skinner (1965)^ identified 
three tier system of exchange which was temporarily interlocking. He 
recognised rural markets as the smallest unit associated with intermediate 
and central markets at national level of exchange system. 
The geographical importance of market was emphasised after the 
publication of Berry's Market Centres and Retail Distribution (1967).^ A 
substantial part of this book is devoted to the markets in peasant societies 
particularly considering market location and their periodicities. Many 
studies on the cognitive and behavioural approach to markets were also 
undertaken by Ambrose (1968)^ Gamer (1970) and Bacon (1971).* 
2 Christaller, W. (1933). Die Zentralen Orte in Suddeutscheanal, Jenes, English translation by 
Baskin C.W. (1966) Central place in southern Germany, Prentice Hail, Engle Wood Cliff. 
3 Losch, A., (1954), Dierauliche ording Derwins Witschalf, Jena Fischer, Trans by W.H. Woglom 
and W.F. Stolper, The Economics of Location, New Haven, Yale Univ. 
4 Hodder, B.W. (1965). Distribution of Markets in Yarubaland, Scottish Geographical Magazine, 
Vol. 81, pp. 48-58. 
5 Skinner, G.W. (1965), Marketing and Social Structure in Rural China, Jour Of Asian Studies, 
Vol. 24, pp. 3-45. 
6 Berry, B.J.L. (1967). Geography of Market Centres and Retail Distribution, New Jersey. 
7 Ambrose, P.J. (1968). An Analysis of Intra-Urban Shopping Pattern, Town Planning Reviews, 
Vol. 38, pp. 327-34. 
8 Hay, A.M. (1977). Notes of Economic Basic for Periodic Marketing in Developing Countries", 
Geographical Analysis, Vol. 3, pp. 72-79. 
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A.M. Hay (1977)^ Smith (1972)'°, Eighmy (1972)", Symnaski 
(1974)'^ and Thorpe (1974) analysed the periodic market's locations and 
frequencies in different study regions of the world. Hay observed the 
location of periodic market with reference to economic factors while smith 
Symnaski and Eighmy viewed spatio-temporal relationships of periodic 
markets. 
Credit goes to R.J. Bromely (1971, 1974, 1979)'^  for presenting 
literature on marketing geography in the form of review and bibliographies 
during 1970's. With the establishment of the International Geographical 
Union (IGU) and a working group on market distribution system/market 
place exchange system (1972-73), the study of marketing activities in 
geography has been accelerated, not only in developed countries but also in 
developing countries like India. 
The pace of development has been very rapid in the eighties of last 
century. The study group was transformed into group of commercial 
activities in France IGU Summit in 1998. Afterwards this group was entered 
into IGU commission on commercial activities in 1988 and now a new study 
group has been formed as study group on globalization of retailing replacing 
the commission on commercial activities, in Hague meeting during 1996. 
9 Smith, R.H.T. (1972). "The synchronization of Periodic Market" in W.P. Adams and P.M. 
Heilleiner (ed.) International Geography, Toronto, Vol. 1, pp. 591-93. 
10 Eighmy, T.H. (1972). Rural Periodic Markets and the Extension of an Urban System, A west 
Nigerian Example, Economic Geography, vol. 48, pp. 299-315. 
11 Symanaski, R. (1974). Complex Periodic Maricet Cycle, Annals Association of American 
Geographers, Vol. 64, pp. 203-213. 
12 Bromely, R.J. (1971). Marketing in Developing Countries: A Review Geography, Vol. 56, PP, 
124-32. 
13 Bromely R.J. (1974) Periodic Markets, Daily Markets, and Fairs A. Bibliography, Monash 
Publication in Geography, 
Thus the field and scope of marketing Geo^Ettjiiiia^^widened to a very 
considerable extent. 
4.2 Marketing Geography in India 
The beginning of marketing Geography as a separate discipline is of 
recent origin, the genealogy is not traced back before 1980. V.K. 
Shrivastava (1984)'''stressed that it was 1980 when attention of geographers 
were drain towards the study of market centres. A very sporadic attempt was 
made by geographers of developing countries especially in India during the 
period 1930-50 to study the market centres. 
In thirties, it was the beginning period of periodic marketing 
geography when some remarkable studies about the markets for Malabar 
products, the fairs and trade centres of Madurai and Ramnad districts 
(Krishnan, 1932)'^  made their appearance. During the forties, the trade 
centres of Tinnevelly district and cotton markets of Tinnevelly district, 
agricultural marketing in the western united provinces (Mathur, 1941)'^ and 
market villages and periodic fairs of Bombay, Kamataka (Deshpande, 
1941) were studied by Geographers. Their contribution were vital to the 
development of Marketing Geography, Marketing geography made a modest 
14 Shrivastava, V.K. (1984) Progress of Marketing Geography in India, The Journal of Marketing 
Geography, Vol. 2. (1-2), pp. 1-13. 
15 Krishnan, V. (1932), A Retail Markets Potential Model, Journal of the American Institute of 
Planners, Vol. 31, pp. 134-43. 
16 Mathur, V.S. (1941), Agricultural Marketing in Western United Province, Indian Geographical 
Journal Vol. 31, pp. 9-13. 
17 Deshpande, CD., (1941), Market Village and Periodic Fairs of Bobamy, Kamataka, Indian 
Geographical Journal, Vol. 16, pp. 327-39. 
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progress in India in fifties. The study of the weekly market at Barpali (Patnaik, 
1953)'* the bi-weekly. Market at Modinagar (Mukherjee, 1954)'^  and the 
theory of marketing in the underdeveloped countries are the remarkable studies 
that were made in the field during this period. 
Marketing Geography made remarkable progress in India in sixties and 
seventies. Notable contribution made during this period include: Singh 
(1962)^°, Mukherjee, S.P. (1968)^', Geographic perspective in marketing have 
been made on micro, meso and macro level by Direct (1980, 1982) . It is an 
admitted fact that markets are the centres of multifunctional activities like 
commercial, political and social etc. They play a great role in economic 
development and social integration of rural society. Hierarchy, trade area, and 
planning perspectives have attracted quite a good number of marketing 
geographers. Planning perspective and related aspects has been over looked by 
the research scholars, whereas synchronization of market centres has attracted 
the attention of the researchers. The last decade of 20*^  century recorded the 
development of a broad base of marketing Geography. The Thrust of research 
was diversified. Socio-economic attribution was also included the content of 
study of markets. 
18 Patnaik N. (1953). Study of the weekly market of Barpali, Geographical Review of India, Vol. 
15, pp. 19-31. 
19 Mukherjee, A.B. (1957), The Bi-weekly Market at Modinagar, Indian Geographer, Vol. 11, pp. 
257-63. 
20 Singh, K.N. (1962) Rural Markets and Urban Centres in Eastern U.P. Geographical Analysis, 
Ph.D. thesis unpublished, B.H.U. Geography Department. 
21 Mukherjee, S.P. (1968), Conmiercial Activity and Market Hierarchy in a Part of Eastern 
Himalaya Darjeeling. The National GeographicalJour. of India, 14(2-3), June, Sept., pp. 186-
199. 
22 Dixit, R.S. (1980). 'Marketing Geography: A Bibliography', U.B.B.P., Vol. XVI, pp. 70-78. 
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Many national and international conferences were held especially on 
commercial activities in India under the auspices of IGU commission on 
commercial Activities. Two of them were held in Gorakhpur and at Pakhara 
(Nepal) in 1992 and 1994 respectively. (Amani, KZ & Khan, N. 1993)^ ^ 
'Dimensions of Market Area of Periodic Centres" (Trivedi, V., 1993)^ " were 
valuable contributions in the field of Marketing Geography' D.D.Mundra 
(1995)^ ^ emphasized to need of marketing research in rural areas for various 
problems, challenges and strategies as transportation, communication, market 
channel and management. A.K. Malaviya (1996)^ ^ made an investigation on 
study of impact of rural attitudes, habits, social standard important festivals, 
crop seasons, Astrology, local institution on halts, fairs and rural marketing. 
Khan N. & AH, A. (1998)^ ^ has studied about rural transformation and rural 
markets. Razia Sultana (1999)^ *studied geographical Analysis of Rural market 
and need of demand of the people of region concerned. R.S. Dixit (2001)^ ^ 
realized the theoretical patterns of agricultural markets over the space of Uttar 
Pradesh, Balappa, Sivaraya & Hugar, L.B. (2002)^°attempted to study of 
integration of markets for onion and potato in Kamataka. 
23 Amani, K.Z. & Khan N. (1993) 'Spatial Behaviour of Consumers and Traders in Periodic 
Markets in North Indian State: A Case Study, Asian Profile Vol. 21, No.3, pp. 227-46. 
24 Trivedi, V. (1993), 'Dimensions of Market Area of Periodic Centres; A Geographical Analysis, 
Abstract of Papers, National workshop on Commercial Activities and Ecological Sustainable 
Development, held at Gorakhpur, India, on March 27-28, 1993. 
25 Mudra, D.D. (1995) 'Rural Marketing', Thrust and challenges: The Indian Journal of Commerce 
Vol.XLVlll,No. 185,PartIV. 
26 Malaviya, A.K. (1996), 'Rural Marketing in India', The Indian Journal of Commerce, Vol. 
XLIXNo. 186-87 Part I & II. 
27 Khan, N. and Ali A, (1998), Periodic Markets and Rural Transformation in Gonda District, U.P. 
India. The American Geographical Society's Focus Journal, Vol. 45, No. 1, pp. 34-37. 
28 Sultana, Razia (1999) Geographical Analysis of Rural Markets - Satkhira Upazila, Chapter-13, 
in Commercial Activities and Development in the Ganga Basin, Shrivastava, V.K. (ed.) Vol. 46, 
No.2, pp. 243-53. 
29 Dixit, R.S. (2001), Analysis Spatial Distribution of Regulated Agricultural Markets," 
Geographical Review of India, Vol. 63, No. 2, pp. 141-52. 
30 Balappa, Shivaraya and Hugar, L.B., (2002), 'A Study of Integration of Markets for Onion and 
Potato in Kamataka State; Agricultural Marketing July-Sept. Vol. XLV No. 2, pp. 30-31. 
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Shaheen, F.A. & Gupta (2002) '^ has studied economics of apple market 
in Kashmir. Misra, P.K., (2003)-*^  has reflected focus on diversification of 
agriculture, agricultural trade impact of W.T.O., Agricultural marketing 
system, Agriculture marketing reforms. The book entitled 'Marketing 
geography' (Saxena, H.M. 2004)" is the reflection of multi-facts of marketing 
geography. Powar, C.T. and Lokhande, T.N. (2004)^ '* assessed the spatial 
distribution of market centres and their role in regional Development in 
Kolhapur of Maharastra. 
Moreover the review of the post works attempted in marketing 
geography both at national and international level were very much concerned 
with the analysis and discussion of market structure, factors morphology and 
market participants both rural and urban market centres. The mechanism and 
system of agricultural products at grass roots level rural periodic markets were 
taken up casually. Such themes may deserve a proper attention for development 
of an integrated agricultural marketing system with well knitted from villages 
to international markets. 
31 Shaheen, F.A. & Gupta, S.P. (2002) Economics of Apple Marketing Kashmir Province -
Problems and Prospects, Agricultural Marketing, July-Sept. Vol. XLV, No.2, pp. 5-13. 
32 Misra, P.K. (2003), 'Marketing co-operatives in Agriculture gearing up for emerging challenges: 
Kurukshetra. April, Vol. 51, No.6, pp. 10-18. 
33. Saxena, H.M. (2004), Marketing Geography, Rawat Publications, New Delhi. 
34 Powar, C.T. and Lokhande, T.N. (2004). Role of Market Centres in Regional Development : A 
Micro Level Analysis. Indian Journal ojf Regional Science, Vol., XXXVI, No. 1, pp. 103-112. 
Chapter - III 
9/Leaning and ConceptuaC 
'Framework of Periodic 
Mar^t System 
Chapter - III 
MEANING AND CONCEPTUAL FRAMEWORK OF PERIODIC 
MARKET SYSTEM 
Periodic markets and marketing system are very important features 
on economic space in the world especially in the countries of developing 
economy. Such markets are not uncommon in African, Latin American as 
well as Asian countries. Their presence have been reported even in 
developed countries like France and Germany (Hodder, B.W., 1965)' such 
markets are held periodically on any fixed day/days of the market week at a 
fixed locations! Annual and bi-annual market centres are also included in 
such category. 
Periodic markets are known by different names like Suq in France, 
haat in Bengal, Bazar in eastern Uttar Pradesh, Painth in western Uttar 
Pradesh and so on. These markets provide goods and services to the 
countryside of their market area and function as diffusion point for 
percolation of rural transformation technology from top level hierarchy 
especially of urban centres. Periodic markets are links of a chain of trade, 
both national and international, to connect the producers and consumers at 
the ends of the market channels of agri-business. 
3.1 Meaning and Definition of the Market 
The word 'market' is derived from the Latin word 'mercatus' which 
refers to a place where buyer and sellers meet. Markets are spatial units like 
their location, site, situation, physical extent, morphology and aerial 
1 Hodder, B.W. (1965). The Distribution of Markets in Yorubaland, Scottish Geographical 
Magazine, S\il), 57-97. 
60 
combination, etc. are of special significance. The word market has a wide 
connotation. It may vary fi-om small retail shop in villages to big super 
market, departmental store in metropolitan town as well as whole nation and 
the world. The rural market is the main focal point for the commercial 
activities of most peasant societies. They may be compared as space 
organisms with fixed functions, behavioural patterns, growth processes etc.^ 
Definition of the Market: 
According to E.F. Bazman, the word market is used either for a 
fixed place to which purchasers and retail merchants resort for the purpose 
of buying and selling the commodities, or a meeting of people together for 
commercial transaction such as sale of provision, livestock etc. at fixed time 
and place.^ 
J. Coulson and C.T. Corr define the market as a gathering of people 
for purchase and sale of provision, livestock, agricultural and non-
agricultural commodities.^ 
According to Chamber's twentieth century Dictionary a periodic 
market is the gathering of people for the purpose of buying and selling in a 
building square or other places in which it is held.^  
According to Robert S. Phillips, market means any establishment 
operating means of exchange for business dealing between buyers and 
traders.^ 
2 Saxena, H.M. (2004). Marketing Geography, Rawat Publications, New Delhi, pp. 15-16. 
3 Bazman, E.F. (1959). Macmillan Every Man's Encyclopedia, New York, vol. 8, p. 73. 
4 Coulson, J. and C.T. Corr (1962). Oxford Illustrated Dictionary, London, p. 504. 
5 MacDonald, A.M. (1972). Chamber's Twentieth Century Dictionary, New Delhi. 
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In North India, the market place is commonly known as Bazar. 
Some bazars are open and some are covered. The bazars of populous cities, 
besides their mercantile importance, are also places of social interactions. 
Among the English people the term Bazar is frequently applied to a fair or 
temporary sale fancy goods which are sold to raise a special fund. 
As far as the term periodic market is concerned, it is a type of 
market based on temporal character. The term periodic reveals the 
happening of any event in regular intervals. Hence, periodic market may be 
defined as a place where traders and consumers met once, or twice a week to 
fulfil their local and urban consumers demands. 
These periodic markets are known as painth in western Uttar 
Pradesh haat or bazar in central Uttar Pradesh and particularly in the study 
area periodic markets of livestock with other agricultural and non-
agricultural commodities are called NAKHASA. While in eastern Uttar 
Pradesh these markets are known as bazar. 
3.2 Significance and Scope 
Periodic markets play an important role in the life of rural people. 
As this type of market is mostly held in the rural area at a fairly regular 
interval within a week. It is not only a place of transaction of goods and 
commodities but it also provides an opportunity for people to meet and 
discuss matter of mutual interest, particularly social, economic and political 
conditions prevailing in the area. It would be worthwhile here to study in 
some detail the significance of the periodic markets. 
6 Philips, Robert S., Funk and Wagenallas, New Encyclopedia, New York, Vol. 6, p. 31. 
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The market plays an important role in development of agriculture. 
The periodic markets are the combination of activities by which agricultural 
products, either in their original form or processed form, reach to the 
consumers at appropriate time and place to fulfil the local demand. For the 
agricultural development of any region, the availability of marketing 
facilities is one of the pre-requisites for a break through in cumulative 
growth. In semi-subsistence agriculture, where production is mainly to feed 
the farmer's family, the periodic markets are only the source to provide 
facility for selling their agricultural surplus and to get cash money and 
incentive to increase production or output. 
The periodic market is a public place where the exchange system 
between sellers and buyers is established. The periodic markets avoid the 
direct competition with neighbouring markets and provide better 
opportunities for sellers and consumers who visit all markets in a market 
weeks. They function in circuit or ring system. Periodic markets are mainly 
collection points for agricultural surplus and products of cottage industries. 
These markets provide a basis for diversification of both agricultural and 
cottage industry. It is because, the people, through the markets, are able to 
know the demand and supply of products. Some periodic markets encourage 
the hinterland for a all-round development in socio-economic and cultural 
field. 
They link exchange system in such a way as to reduce the economic 
dependence on the urban centers but in turn shift the socio-economic bases 
of community towards expansion of production and growth. 
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The increased integration of economy alongwith the marketing 
channel opens the way for spreading of modernization in the field of 
agriculture as well as cottage industry. 
Periodic market is a place, which attracts the politician mainly 
during election period. By visiting the markets they come to know 
agricultural problem as well as regional backwardness. Thus it is a one way 
or other, the agricultural development. 
The local or periodic market provides stimulus for the revival of 
local trade and also for itinerant traders. However, the existence of regulated 
or fairly high standard market in any region reduces the role played by 
itinerant traders or village merchants to a negligible degree. 
The periodic markets are the decision makers of agricultural 
activities. The farmers turn their traditional cultivation of the particular crop 
for others one, based on market price of such commodities in the market. It 
decides the limit of their activities within which they revolve. The urban 
centres in neighbouring area directly or indirectly affect the size and shape 
of local markets. According to Hodder', the trader who mostly visit the 
periodic markets from urban centre is the buying trader who comes to the 
market to buy the commodities which are either expensive or non-available 
in the urban centre. Moreover, the market is also affected by physical and 
socio-economic factors prevailing in the area. The size of the village market 
varies, being affected by a number of factors i.e., occurrences of festival, 
success or failure of crops, seasonal variation of rainfall in a particular area 
and so on. 
7 Hodder, B.W. (1961), Rural Periodic Market in part of Yarubalands, Transactions and papers. 
Institute of British Geographer, vol. 29, pp. 149-59. 
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3.3 Origin and Development of Periodic Markets 
There are two views regarding the origin and development of 
periodic market centers. According to the first view which represents the 
orthodox school, the periodic markets came into being as a result of local 
trades or exchange which have been emerged from surplus of commodities 
Q 
and division of labour in peasant societies. 
The second view is concerned with alternative school. This school 
considered the genesis of periodic markets as a result of long distance trade 
or internal exchange: Polanyi (1946) thought that trade with it associated 
market phenomena can never arise within a conmiunity as it is an external 
affair involving different communities.' 
Hodder has remarked that markets are originated through the 
sequence of events which are (i) trade routes, (ii) market establish on trade 
routes, (iii) local markets developing around the original parent market as a 
network of tracks or roads develops.*" 
3.4 Classification of Market Centres 
Market centers or trade centers are dynamic elements, expressive of 
the world's cultural and economic structure. They are an index of the level 
of a nation's civilization. Basically, a market centre is a place where buyers 
and sellers meet daily or periodically for transacting business under certain 
traditions and regulations. As dynamic elements of a cultural environment 
8 Cannon, E. (1937). An Enquiry into the Nature and Causes of die Wealth of Natures, 1976, New 
York, pp. 356-96. 
9 Polanyi, K. (1946). Origins of our Times, in Polanyi et al. (ed.) Trade and Markets in Early 
Empires : Economic in History and Theory, London. 
10 Hodder, B. W. and Lee, K. (1974). Economic Geography, Methuen, pp. 137-37. 
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the market centers are also in a state of change whether growing, 
developing, maturing or even declining. Geographically, market centers are 
the physical extent of territory, which may vary from a petty village to a 
metropolitan city. Thus, market centers have to be considered from many 
angles for classification. 
(a) Classification Based on Periodicity 
There are two types of market centers, viz. 
(i) Regular or daily, or permanent market centers 
(ii) Periodic or temporary market centers 
The regular or daily markets are those in which the marketing or 
buying and selling activity is a regular feature. They have urban as well as 
rural characteristics, so they are called urban daily and rural daily market. 
Periodic markets are temporary feature; held either on a specific day 
or days of the week, fortnight or a month or once, twice and thrice in a year. 
(b) Classification Based on Census Status 
According to census classification, settlements are classified into 
well known categories, i.e. urban and rural. Thus, market centers can also be 
divided into two categories, viz, urban market centers or town market 
centers and rural market centres or village markets, 
(c) Classification Based on Hierarchy 
The hierarchy of market centers too follows identification of market 
centers in a region. Hierarchy can be determined on the basis of several 
variables. Some basic variables for determination of hierarchy are the 
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number of retail shops, threshold population, arrival of commodities, size of 
trade areas, etc. Berry (1967)" has identified several levels of market 
hierarchy i.e. hamlet, village, town, small city, regional metropolis and 
National metropolis. 
(d) Classification Based on Location 
Cleef (1937)'^ has classified the following categories of market 
centres according to their location. 
i) Function of routes 
ii) Head of Navigation: (a) along rivers (b) coasts. 
iii) Change in direction of traffic routes : (a) river bands (b) water 
bodies, highlands or other Natural features impending 
transportation, 
iv) Change mode of transportation 
v) Arbitrary or accidental selection of location. 
(e) Classification Based on Function in Distribution Chain 
Hodder (1965)'^ has described the following categories of market 
centers according to their function in the distribution chain, 
i) the feeder markets, which handle small amounts of trade. 
ii) The bulking centers, which receive goods from feeder markets and 
also directly from the producers, thus dealing with a large volume 
of goods. 
11 Berry, BJ.L. (1967). Geography of Market Centres and Retails Distribution, Englewood Cliffs, 
New Jersey, Prentice Hall 
12 Cleef, E. V. (1937). Trade Centres and Trade Routes, D. Appleton Century Co., London. 
13 Hodder, B.W. (1965). Op.cit. 
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iii) The major markets are those in which large scale trading activities 
are carried out by several trade agencies. 
The above mentioned classifications of Market centers are based on 
their primary function or their status, in fact, types of market based on 
periodicity. Nature, size, function, hierarchy, etc., are interrelated with each 
other. 
3.5 Spatio-Temporal Study of Periodic Markets 
The periodic markets, as discussed earlier, are located at certain 
optimum places and are held at different days of the week. The arrangement 
of these markets are such that they may be well integrated or knitted in time 
and space taking into consideration of convenience of consumers and 
sellers/traders who attend the respective market from the surrounding area. 
Such arrangement of periodic markets is described as spatio-temporal 
synchronization of the market so far as the study of spatio-temporal. 
Organization of a periodic markets is concerned, there is not any 
comprehensive theory to deal with aforesaid elements.''' Since a periodic 
market functions in a geographical space and settlement system, the various 
locational studies based on Christallerian location theory have been 
introduced in marketing geography by different scholars such as Stine 
(1962)'^Smith (1971)'^ and Hodder (1965)." 
14 Wanmali, S. (1981). Periodic Markets and Rural Development in India, Delhi. 
15 Stine, J.H. (1962). Temporal Aspect of Tertiary Productive Elements in Korea, in F.R. Pitts (ed.) 
Urban System and Economic Development, Eugene. 
16 Smith, R.H.T., (1971). West African Market Places : Temporal Periodicity and Locational 
Spacing in C. MiUossoux (ed.), the Development of Trade and Indigenous Markets in West 
Africa, London. 
17 Hodder, B.W. (1965). Distribution of Markets in Yarubaland, Scottish Geographical Magazine, 
Vol. 81, pp. 48-58. 
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3.6 Hierarchy of Periodic Markets and Space-Time Sequence 
The concept of hierarchy is the product of classical central place 
theory, which is an integration of different size of service centers or centers 
for tertiary activities. A central place is supposed to have a geographical 
space and population in common with capacity to provide goods and 
services to an area and population larger than itself. This definition of 
central place can also be applied in the case of periodic markets because it 
provides goods and services to local population larger than its own 
population. The basic factor which differentiates Christaller's Central Place 
from periodic market, is that the former is permanent both in space and time 
but the latter is not permanent in time. 
Skinner'* recognized five tier hierarchy of markets of exchange of 
local and urban goods. Berry'^ and Garrison defined the threshold as 
minimum number of demand required to support a central function. The 
interpretation of threshold enables them to avoid Christaller's uniform 
distribution of consumer and hexagonal shape of market area. They argue 
that there is an hierarchical order of goods based on size of population 
which explains the hierarchical order of central places. 
The Berry-Garrison model of hierarchy of market has been applied 
in Germany and U.S.A. by Barnum and Berry-Barnum respectively.^° In 
India some scholars such as Sudhir Wanmali, Bose Mishra and Rakesh have 
identified the hierarchy of service centers with the help of Garrisson 
18 Skinner, G.W. (1964). Marketing and Social Structure in China, Journal of Asian Studies, Vol. 
24, pp. 3-45. 
19 Berry, B. J. L. (1967). Geography of Market Centres and Retail Distribution, New Jersey. 
20 Berry, B.J.L. and Bamum, H.G. (1962). Aggregate Relations and Elemental Components of 
Central Place System, Journal of Regional Science, Vol. 4, pp. 55-68. 
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model.'^ ' Khan, N. (1991)^ ^ also identified the hierarchy of periodic markets 
taking into account of central intensity computed on the basis of weightage 
given to all kinds of function and facilities of concerned periodic markets. 
Stine was the first to give a theoretical frame to the study of periodic 
markets on the basis of range of goods and threshold of the markets or 
outlets. If the range of goods exceeds the threshold of the outlet, the trader 
will be full time and permanent. But in one case the threshold of outlet 
exceeds the range of good, the trader or outlet will be mobile.^ ^ 
Smith's^^ assumption that all market places are of equal importance, 
and all have one market day per market interval, and that the consumers do 
not visit more than one market per market interval and all the traders will 
follow the same circumferential route have been criticized by Mackin^ ,^ 
carol. Smith and Bromely.^ ^ The introduction of the concept of hierarchy of 
periodic markets will tend to refine the conclusions regarding the spatial 
pattern of behaviour of consumers and traders. 
3.7 Factors of Localization of Periodic Markets 
The constraints on localization mean those factors, which control or 
decide the desirability of commodities. Sold or viability of market centre's 
functions to a particular distance. Many scholars of the subject usually 
21 Wanmali, S., Bose, S. and Ramesh, G.K. (1971). Planning of Rural Growth Centres for 
Integrated Area Development: A Study in Miryalguda Taluka Hyderabad. 
22 Khan, N. (1991). Agricultural Development and Marketing, H.K. Publishers and Distributors, 
Delhi. 
23 Stine, J.H., Op.cit. 
24 Smith, R.H.T., (1972). The Synchronization of Periodic Markets' in W.P. Adams and F.H. 
HeilJeiner (ed.) International Geography, Toronto. 
25 McKim, W., (1972). The Periodic Market System in North western Ghana, Economic 
Geography, Vol. 48, pp. 333-44. 
26 Smith Carol, A. (1974). Economics of Marketing System : Models from Economic Geography, 
An Annual Review of Anthropology, Vol. 3, pp. 167-901. 
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neglect the importance of historical background of periodic markets in their 
studies of localization, though this, is the key to understand the genesis and 
mechanism of periodic markets in the given area. It is important that in the 
identification of periodic markets, not only the range of goods and behaviour 
of consumers and traders but also the availability of retail goods for 
customers and transport system should be taken into consideration. 
All the commercial activities are related either to the collection or 
distribution of goods. Some of the commodities which are exchanged in the 
periodic markets are brought from outside but the major part is locally 
produced. 
It is observed from various studies that contact has played an 
important role in localization of periodic markets. The term contact is used 
in wider sense, i.e., convergence of roads, crossing of any natural obstacles 
such as river valley or separating border of heterogeneous land forms or 
meeting point of hilly and plain regions. 
The lack of suitable means of transport system is an important 
factor in the origin of periodic markets in a predominant agricultural area, 
which lacks in good system of transport network. It is observed that the 
agricultural surplus are disposed in the local markets by the farmers in order 
to meet their urgent needs for cash money. The farmers are unable to contact 
the larger and specific market due to the lack of means of transport system. 
Inefficient transport system decreases the area served by a market while the 
better transport system increases the service area. The improvement in 
transport facilities leads to the reduction in cost of commodities. The 
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reduction of price increases the threshold of market to larger space, 
converging more service region and less number of periodic markets. 
The behaviour of the consumers and traders cannot be neglected in 
the spatial planning of periodic markets in any region. While considering the 
centrality of attraction of market centers. 
3.8 Spatio-Temporal Characteristics of Periodic Markets 
The location of periodic markets has a set sequence in their location 
as well as time of occurrence in an area. In modern literature the technical 
word used for inverse relationship between time and space of periodic 
market, is synchronization which is considered by Smith.^ ^ 
The word synchronization tends to convey incorrectly the meaning 
of the process of matching the spatial and temporal aspect of group of 
periodic markets. Synchronization means 'occurring at the same time', 
'assigning the same date to', being contemporary or simultaneously or 
bringing together events belonging to the same time'. 
None of the definition provides properly the process under study. 
Spatial and temporal organization are two main aspects of a group of 
markets through which they are inter-related. The process of matching 
integrates these two aspects rather than synchronises them. The nature of 
integration can be full when the proximity in time occurs with larger 
separation in geographical space. 
In many areas, the periodic markets are arranged in circuit which 
complete one circle in a market week. This process of functioning of 
27 Smith, R.H.T., op.cit. 
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periodic markets is described as ring system. This system can be defined as 
inter-related group of neighbouring periodic markets taking place on 
different days. This is to minimize competition between markets and to 
provide facilities for people wishing to visit several markets. The market 
rings, however, are not independent, but they frequently overlap so that 
some markets are part of two or even three different rings. 
Foggerland and Smith^* in their study on Ghana, have made effort to 
solve the complexities of relationship between market location and 
periodicity. In order to test hypothesis that spatial proximity is related to the 
separation of time. They compared the distances between neighbouring 
periodic markets with the number of market days on which they are held to 
test the hypothesis that the markets are essentially uniform spaced, they used 
nearest neighbour analysis examining the pattern of all markets occurring on 
the same day and of the markets taking place on each separate day. They got 
partial confirmation to these hypotheses. 
3.9 People and Space-Time Sequence 
The periodic markets are visited by two sets of people - consumers 
and traders. The former are local people while the latter may be classified 
into two groups. The first comprising the part time traders who are usually 
producer-sellers and collector-sellers and the second group consists of 
selling and buying traders. 
The part-time traders are usually local producers who are engaged 
in agriculture or processing of agricultural and non-agricultural goods for 
28 Foggerland, V.G. and Smith, R.H., (1970). 'A Preliminary Map of Market Periodicities in 
Ghana', Journal of Developing Area, Vol. 4, pp. 333-47. 
sale in the markets during days of maricet interval and attend the market 
when it is held. 
The full time or mobile traders are selling and buying traders who 
move around a group of markets held at different days of market week and 
return to their home-base at the end of week hence following the 
circumferential route. Between these two kinds, there is another group who 
visits two or more markets and returns to their home every night following a 
radical path. 
All the traders have to bear two types of expenses over-head and 
variable cost. Overhead cost includes license fees, expenses on storage 
facilities, which is inversely related to the volume of goods. The variable 
cost is directly proportional to increasing volume of the commodities and is 
mainly spent on casual labour and container etc.^' For the trader who returns 
home every night by following precise sequence, in which the markets 
occur, the variable cost is of little importance for them. Since his total cost 
will be the same during the market interval regardless of the order in which 
he visits them. Infact, the selling and buying traders, tend to take the 
advantage of space-time sequence in order to visit the different days of the 
market interval.^" 
Some scholars consider the periodic markets as the result of low 
demand that is reflected by low population density and high transported 
cost.^' In 1977, Hay put forward the views that the economic behaviour of 
29 Hay, A.M. (1971). Notes on the Economic Basis for Periodic Marketing in Developing 
Countries', Geographical Analysis, vol. 9, pp. 72-79. 
30 Hay, A.M., Ibid. 
31 Symnaski, R. and Webber, M.J. (1974). 'Market Development and Ecological Complex'. 
Professional Geographer, Vol. 26, pp. 382-88. 
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periodic marketing by both selling and buying traders is correlated to spatial 
demand.^ ^ The producer in peasant economy may sell their products either at 
the point of production or in the periodic markets. If the commodities are 
sold at the production point, the price is less than market price owing to the 
deduction of transport cost and commission of the agents. If the producer 
takes his produce to the periodic markets, he is able to get better price even 
after incurring the transport cost, because the traders (producer-sellers) in 
peasant society, usually carry the commodities on their heads. 
In the trader hypothesis, the ideal spatio-temporal sequence of 
periodic markets is one in which there is direct relationship between spatial 
and temporal distances because in the studies of periodic markets, the 
itinerant traders are assumed to follow the travelling salesman or 
circumferential routes.^ ^ While from the considered an ideal sequence. 
Proximity in space implies separation in time. Smith^^ thinks that optimality 
of time and space sequence of periodic markets exists when the spatial 
distance between markets decreases with increase in time separation. 
32 Hay, A.M. (1977). Some Alternatives in Economic Analysis of Periodic Marketing, 
Geographical Analysis, Vol. 9, pp. 72-79. 
33 Stine, J.H. (1962). Temporal Aspect of Tertiary Production Element in Korea in F.R. Pitts (ed.) 
Urban System and Economic Development, Eugane. 
34 Foggerland, V.G. and Smith, R.H.P., op.cit 
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Chapter-IV 
DISTRIBUTION AND ANALYSIS OF PERIODIC MARKETS IN 
SHAHJAHANPUR DISTRICT 
4.1 Distribution of Periodic Markets 
The distributional aspect of periodic markets involves the locational 
pattern of market centres in term of space and time. As they are central 
places or growth poles, it is very important to study the market distribution 
and their relation with different aspects of land scape like served area, 
population structure, net sown area as well as inhabited villages. The 
integration of location of rural markets especially periodic markets in time 
and space also deserve to be mentioned as well. 
In this study, the distributional aspects of periodic markets is 
described into two ways i.e. (i) spatial distribution,(ii) temporal distribution. 
Table 4.1 
Block wise Distribution of Periodic Markets in Shahjahanpur District -
1991 
S.No. 
1 
2 
3 
4 
5 
6 
7 
g 
9 
10 
11 
12 
13 
14 
Development Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawal khera 
Kalan 
Mirzapur 
Jalalabad 
Total 
No. of periodic 
markets 
11 
16 
06 
17 
03 
18 
06 
11 
03 
06 
12 
09 
13 
8 
139 
Percentage of total 
periodic market 
7.91 
11.51 
4.32 
12.23 
2.16 
12.95 
4.32 
7.91 
2.16 
4.32 
8.64 
6.47 
9.35 
5.75 
100.0 
Source : Census of India, 1991 
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(i) Spatial Distribution of Periodic Markets 
Shajahanpur district has 139 periodic markets which are distributed 
over an area 4,575 sq.km. They are not evenly distributed over the space. 
Table 4.1 indicates that the number of periodic markets as well as their 
percentage in total rural periodic markets varies among the blocks of the 
district. The maximum number of periodic markets is located in Jaitipur 
(18), while minimum number is recorded in Kant (03). Other blocks have 
different number of periodic markets ranging between 3 and 18 (Table 4.1). 
Similarly the percentage of periodic markets also shows regional variation. 
It varies between 12.95 per cent in Sindhauli and 2.16 per cent in Katra. 
(it) Temporal Distribution of Periodic Markets 
The study of periodic markets, in terms of temporal distribution, has 
been an important aspect of modern literature on marketing geography. The 
periodic markets are generally synchronised which is based on the motion 
that proximity in time implies larger separation in space.' Temporal 
distribution of periodic markets refers the market days and frequency of 
their occurrence in a market week. 
% > - - > 
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Table 4.2 
Block wise Distribution of Weekly, Bi-weekly and Tri-weekly Markets 
in Shahjahanpur District - 1991 
S.No. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
CD. Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawalkhera 
Kalan 
Mirzapur 
Jalalabad 
Total 
Weekly 
2 
2 
1 
6 
0 
8 
5 
2 
2 
3 
5 
3 
8 
0 
43 
Bi-weekly 
9 
14 
4 
11 
3 
8 
1 
6 
1 
3 
7 
5 
8 
8 
88 
Tri-weekly 
0 
0 
1 
0 
0 
2 
0 
3 
0 
0 
0 
1 
1 
0 
8 
Source : Census of India, 1991. 
4.2 Distribution of Periodicity of Market Centres 
The rural markets are divided into (i) daily and (ii) periodic 
markets. Periodic markets have been recognised by different names like 
weekly, bi-weekly, tri-weekly and annual as fairs on the basis their 
periodicity of occurrence in a market weeks. 
Table 4.2 shows the number of different forms of periodic markets 
in Shahjahanpur district. There are 139 periodic markets in study area. Out 
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of these, 43 are weekly, 88 bi-weekly and 8 tri-weekly. The block level 
investigation reflects that the largest number of weekly markets have been 
recorded in Jaitipur (8) and Mirzapur block (8). While the Khutar block (14) 
has the highest number of bi-weekly markets. 
Six important blocks, which have recorded number of more than 6 
bi-weekly markets, are Khutar (14), Sindhauli (11), Banda (9), Jaitipur (8), 
Mirzapur (8) and Jalalabad (8), due to increasing local demands, perishable 
nature of vegetable and other commodities. Tri-weekly markets have also 
emerged in the districts. Such markets are found only in few selected blocks, 
which are Powayan (1), Jaitipur (2), Nigoli (3), Kalan (1) and Mirzapur (1). 
Table 4.3 
Day-wise Frequency of Periodic Markets at Block Level of 
Shahjahanpur District -1991 
S.No. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
CD. Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawalkhera 
Kalan 
Mirzapur 
Jalalabad 
Total 
Sun 
5 
3 
0 
3 
0 
4 
0 
5 
1 
0 
3 
3 
5 
3 
35 
Men 
1 
4 
3 
4 
1 
3 
1 
1 
0 
4 
0 
2 
2 
1 
27 
Tue 
4 
7 
3 
4 
0 
3 
1 
5 
0 
1 
2 
1 
3 
5 
39 
Wed 
3 
5 
1 
2 
2 
10 
1 
3 
1 
0 
5 
4 
6 
2 
45 
Thu 
2 
1 
2 
6 
0 
3 
0 
3 
1 
1 
4 
1 
2 
1 
27 
Fri 
2 
6 
3 
2 
1 
1 
0 
4 
1 
1 
0 
1 
2 
1 
25 
Sat 
3 
4 
2 
5 
2 
6 
4 
2 
0 
2 
5 
4 
3 
3 
45 
Source : Cenr,us of India, 1991 
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4.3 Frequency or Day-wise Distribution of Periodic Markets 
The numbers of market meeting during any day of the market week 
is termed as frequency of market on a particular day. Table 4.3 shows that 
the total number of market frequency for the district is 243 which is spread 
over all the seven days of the market week. The numbers of market meeting 
or frequency of market varies from block to block and also from day to day. 
The frequency of markets on different days ranges from 25 on Friday to 45 
on Wednesday and Saturday, followed by 39 on Tuesday, 35 on Sunday, 27 
on Monday and Thursday. 
Among seven days, Wednesday and Saturday are the most 
important for successive market days because these are represented at mid 
day of market week with a gap of at least 3 days. The other important days 
are in descending order. Tuesday, Sunday, Monday and Thursday. The 
Tuesday is important day for Hindu community and Friday is for Muslim 
community. However, the high frequency of periodic markets on 
Wednesday and Saturday indicates neither religious nor cultural influence 
on the meeting of the markets rather the demand due interval of market days 
in which commodities are consumed in the district. 
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Table 4.4 
Average Area Served by Per Periodic Market at Block Level in District 
ofShahjahanpur(1991) 
S.No. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
Community 
Development 
Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawalkhera 
Kalan 
Mirzapur 
Jalalabad 
Total 
Area (in 
Sq.km.) 
448.0 
474.92 
296.5 
289.0 
261.56 
313.00 
271.00 
251.00 
326.00 
336.25 
351.71 
287.00 
262.00 
406.58 
4575 
No. of 
periodic 
markets 
11 
16 
06 
17 
03 
18 
06 
11 
03 
06 
12 
09 
13 
8 
139 
Average area 
served by per 
periodic market 
40.72 
29.68 
49.42 
17.0 
87.18 
17.39 
45.17 
22.82 
108.67 
56.04 
29.31 
31.89 
20.15 
50.82 
32.91 
Source : Census of India 1991. 
4.4 Average Area Served by Per Periodic Market 
Table 4.4 indicates that Shahjahanpur district, occupies an area 
4,575 sq.km. and an average 32.91 sq.km. area is served by each periodic 
market. The block level study shows a remarkable regional variation in 
the average area served by per periodic (Table 4.4). Out of 14 development 
84 
i-T r 1 1 — 
15' 30" 45" W« 
SHAHJAHANPUR DISTRICT 
AVERAGE AREA SERVED BY PER j H 
PERIODIC MARKET p i i : 
-15' 1991 ^ 
28* V-::::-
^ 
I J 
-45 Jj"":-;-;?^ 
S • 1 U 
KH 
15' 
^ • i X X X i ^ l 
V,{XXXXXX~ Kxxxxxxxr; 
•;xxxxxxx' 
•',XXXXXXX> 
^iXXXXMX'j 
MiXXXXXKi HF.xxxxxxii, HixxxxxxxJ 
B?.!XXXXXXXT 
NXxxKXfgm 
L^^ ffttilllllUHI 
liPill 
•XXKXXXX/XXXXXXXXXXtXXXXX} 
•X'^ iXXXViXXXXXXXXXXX {KXXXf. 
S A V KXXX;'XXXXXXXXXX}iMXXX 
<XXXHKHXXXXXXXXXXJ.{XX;i 
iixxxxxr.xxxxxxKxxxxrjxxiX 
LXXXXXllXS'XXXXXXHXXiJXXX'-ftlX K^/? IIXXXXX } XXXXi 
nxxxxxxxrxxxxxxx:;xxun frtXXXKXXXXN <XXXXX>,X}i**' L!xxxxxxxxx}v;^xxx/xxxxv 
ft51ilS>!KXXXXX*XXXX <X1Xj B».xxxxxx}j^'xxxxxiii 
1 B B;xxxxxxxs:^^-xxsxw f D |ftn.!^ !^ ^^*^^^K];^ [^fl. 4 8 BRtf xx^^^^hfl 
^ ^ ^ ^ ^ ^ L ' ^ v u ^ ^ ^ ^ ^ ^ ^ H f \«-
IICH 
lEDIUM 
,ow 
1 
~ 
INDEX 
{KKKXXXt 
iXXXXXXJ 
<XXXXXXJ 
iXXXXXXV 
— [ 
.^?-v 
>:•:•;::•:::) 15'-
28* 
45'. 
ASIAINSQ.KH 
ABOVE 50 
30.50 
BELOW 30 
15* 
1 
SraN:C«MH«fblia,Ull Flg.4i 
85 
blocks, in 7 blocks (50 per cent) the average area served by per periodic 
market is less than the district average. They are Khutar (29.28 sq.km), 
Sindhauli (17.00 sq.km), Jaitipur (17.39 sq.km), Nigohi (22.82 sq.km), 
Kalan (31.89 sq.km), Mirzapur (2.15 sq.km), Bhaw^alkhera (29.31 sq.km) 
and Mirzapur (20.15 sq.km). The average area served by per periodic market 
in remaining 7 blocks ranges between 108.67 sq.km in Kant and 40.72 in 
Banda. 
Table 4.5 
Average Population Served by Per Periodic Market 
Shahjahanpur District -1991 
at Block Level in 
S.No. 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
Community 
Development 
Block 
Banda 
Khutar 
Powayan 
Sindhauli 
Katra 
Jaitipur 
Tilhar 
Nigohi 
Kant 
Dadraul 
Bhawalkhera 
Kalan 
Mirzapur 
Jalalabad 
Total 
Population 
1,34,958 
1,18,499 
1,30,185 
1,10,366 
1,21,647 
1,04,826 
1,46,199 
1,04,880 
1,26,467 
1,14,369 
4,07,314 
96,520 
92,689 
1,78,576 
19,87,395 
No. of 
periodic 
markets 
11 
16 
6 
17 
3 
18 
6 
11 
3 
6 
12 
9 
13 
8 
139 
Average 
population served 
by per periodic 
market 
12268.91 
7406.19 
21697.50 
6492.12 
40549.00 
5823.67 
24366.50 
4534.54 
42122.33 
19061.50 
33942.83 
10724.44 
7129.92 
22322.00 
14297.80 
Source : Census of India 1991. 
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4.5 Average of Served Population Per Periodic Market 
Average population served by per periodic market is 14298 persons 
for the district as a whole. It differs from block to block, where Kant 
(42122), Sindhauli (6492) Banda (12269), Khutar (7406), Powayan (21697), 
katra (40549), Jaitipur (5824), Tilhar (24366), Nigohi (4534), Dadraul 
(19061), Bhawalkhera (33943), Kalan (10724), Mirzapur (7130) and 
Jalalabad (22322). 
4.6 Commodities Sold in the Periodic Markets 
Like other region of India in the district of Shahjahanpur, various 
kinds of commodities are commonly transacted in periodic markets. The 
most important items of transaction in these markets is obtained from 
agricultural products, either in processed or original form. Such 
commodities are of local origin e.g. agricultural products like wheat, gram, 
rice, barley, maize, pulses and indigenous manufacturing/processed goods 
like oil, mustard oil, gur, basket, shoes, earthen vessels, handloom cloth, 
rope and sweets are sold in the periodic markets. Almost, all these 
commodities are generally traded by producer, sellers and farmers. The 
other commodities, sold by selling traders, are brought from neighbouring 
urban centres which include salt, spices, kerosene oil, washing and bathing 
soap, bidi, cigarette, match box, mill made cloth, readymade garments 
cosmetic and luxury articles of daily use. 
Besides these commodities, livestock i.e. buffalo, cattle, goat, pig, 
poultry are also transacted in the periodic markets. The agricultural inputs 
like fertilizer, seeds, insecticides and pesticides as well as agricultural 
implements are also transacted in the periodic markets. Different form of 
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extensional services is also provided to the rural masses for their adoption. 
The information is communicated regarding government policies, 
agriculture & rural transformation through these centres. 
We can summarize the above discussion in the following words. As 
a whole Shahjahanpur district has a well-connected periodic markets, which 
are unevenly distributed, over all the blocks of the districts. The highest 
number of periodic markets was recorded in the Jaitipur block (18) that ma\' 
be attributed to its location adjacent to Badaun district, which is connected 
through the Ramganga river, A large population size that has agricultural-
based economy of subsistence type and poor road connectivity. 
There is large number of markets in one week, where bi-weekh 
markets are dominant among periodic markets in the study area, while 
weekly periodic markets are also recorded in good number. Few tri-weekly 
markets are also recorded. Khutar block with 14 bi-weekly markets has the 
highest number among the bi-weekly periodic markets, while Jaitipur (8) 
and Mirzapur (8) have highest weekly markets. 
Frequency of periodic markets reflects the demand of commodities. 
The interval of days as Wednesday and Saturday have high frequency of 
periodic markets rather Tuesday and Friday which are religiously important 
for Hindus and Muslims respectively. This shows the negligible influence of 
religious and cultural factors on meeting of the markets. The area served by 
per periodic market varies from block to block. As it is highest in Kant 
block (108.67 sq.km per periodic market) while the lowest area served by 
per periodic market is recorded in Sindhauli (17 sq.km) and Jaitipur (17.39 
sq.km) blocks. Above figure reveals that fact that larger the number of 
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periodic markets lower the area served by and vice-versa. The highest 
number of population is served by per periodic markets is recorded in Kant 
and Katra blocks where 42122.33 persons and 40549 persons respectively is 
served by per periodic markets, while in Jaitipur only 5823.67 persons is 
served by per periodic market. 
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AGRICULTURAL MARKETING THROUGH PERIODIC 
MARKETS IN SHAHJAHANPUR DISTRICT 
Periodic Markets are important exchange centres of commodities in 
developing countries. They play very important role for the development of 
areas. They also work as agents through which the modernization process 
percolate down from urban to rural areas. They provide marketing facilities 
to the producer of different kinds of commodities in the rural and urban 
areas. They are not only a place of transaction of goods and commodities but 
also provide an opportunity for the people to meet and discuss the matter of 
usual interest particularly, social, political and economic condition of the 
study area. 
The periodic markets as a nodal points or growth poles are very 
significant for the rural development especially in agriculture and cottage 
industries sectors. The agricultural surplus either in their original forms or 
in processed forms reach the consumers at appropriate time and place to 
fulfill the local demand through these centres. Thus the availability of 
marketing facilities is one of the prerequisite for break-through in 
cumulative growth of agriculture in a region. In semi subsistence agriculture 
where production is mainly to fulfill the needs of the family. The periodic 
markets are main source to provide facilities for selling their agricultural 
surplus and to get incentives to increase their production. 
5.1 Role of Periodic Markets in Agricultural Marketing 
Periodic markets are primary markets where agricultural produce is 
marketed by both producer sellers and village traders. The amount of 
marketed surplus is not much important in these markets when compared to 
other marketing agencies. They are only place for producer sellers to dispose 
off their surplus when they are in immediate need of money. Indebtedness of 
Indian farmers, generally, compels them to sell their surplus at distress rate 
offered by traders who loaned money during pre-harvest period. 
Inaccessibility to the specialized markets in rainy seasons, small amount of 
surplus and some other factors discouraged the producers to sell in Mandies 
and other important markets in the region when they could get remunerative 
prices for their products. Under such circumstances the periodic markets 
attract the sellers as well as consumers or purchasers from surrounding 
villages. 
Periodic markets are generally a system of direct marketing, which is 
essentially economical for both producer sellers and consumers. In these 
markets, there are two types of sellers i.e. producer sellers and traders who 
purchase the commodities from urban centres as well as from big producers 
of the villages and sell their products in these centres. 
For this study, the data were collected through field survey of four 
periodic markets, one market from each subdivision, which indicates that the 
transaction of agricultural produce is taking through different channels. 
Channels refer the number of agencies through which a produce from 
producer to consumer has to pass. The agencies, which are involved in 
marketing of agricultural produce, can be grouped as (1) formal and (2) 
Informal agencies. 
The formal agencies refer to the organization of Government or semi 
government nature usually purchases the agricultural produce under the 
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schemes of government procurement during glut season such as Food 
Corporation of India, State Food Corporation, Regulated Markets, Co-
operative Societies. These agencies purchase only some specific agricultural 
commodities like paddy and wheat under the scheme of minimum support 
price.' The informal agencies are concerned with private trading system. 
They are private mills, periodic markets and direct farm gate sale (Khan, N., 
1999).^  
Periodic markets are one of the most important agencies of 
agricultural marketing system. The amount of agricultural marketable 
surplus varies in the different periodic markets under study. The table 5.1 
shows that proportion of marketable agricultural commodities in sampled 
periodic market in Shahjahanpur district, which indicates that vegetables are 
accounted for the highest proportion of the total marketable agricultural 
products. Their percentage is 62.19, which varies between 64.85 in 
Rawatpur and 59.61 in Sindhauli. The highest share of vegetables arrival is 
attributed its perishable nature and high demand in surrounding areas. It was 
followed by paddy arrival with the contribution of 18.56 per cent on an 
average. This proportion also shows spatial variation from market to market. 
It varies between 19.89 per cent in Rawatpur and 15.13 per cent in Bajhera. 
The second rank of arrival of paddy in these periodic markets occurred due 
to the fact that the study area is endowed with rice production and it is main 
Among the formal agencies the "Regulated Markets" are exceptionally transacting all types of 
commodities. 
The price of outlet (heaps of commodities) is decided on the basis of auction by license traders. 
Khan, N. (1999). Role of periodic markets in agricultural marketing system in North India : A 
case study of Faizabad district, Chapter 20 in commercial Activities and Development in the 
Ganga Basin, Shrivastava, V.K. (ed.), pp. 337-50. 
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diet of the region. Domination of marginal farmers and landless agricultural 
labours in the area, which have regular demand of paddy (rice) throughout 
the year, due to high proportion of paddy in these markets. Supply of paddy 
in higher proportion in these markets is also attributed to small amount of 
surplus from marginal and small farmers. They do not prefer so sell their 
surplus in distant regulated market with a view to avoid excess transport 
cost and save time which may be increased to carry the marketable surplus 
from house to the market. 
Table 5.1 
Proportion of Marketable Agricultural Commodities in Sampled 
Periodic Market in Shahjahanpur District - 2003 
(weight in Tones) 
Periodic 
Market 
Sindhauli 
Rawatpur 
Rajpura 
Bajhera 
Average 
Vegetables 
(i) 
3577 
(59.61) 
5480 
(64.85) 
4562 
(60.85) 
5292 
(62.57) 
18911 
(62.19) 
Paddy/ 
Rice 
(ii) 
1199 
(19.98) 
1664 
(19.89) 
1497 
(19.97) 
1280 
(15.13) 
5640 
(18.56) 
Wheat 
(iii) 
990 
(16.49) 
1046 
(12.88) 
1235 
(16.47) 
1710 
(20.28) 
4981 
(16.38) 
Pulses & 
Oilseeds 
(iv) 
235 
(3.92) 
260 
(3.08) 
203 
(2.71) 
176 
(2.08) 
874 
(2.87) 
Total 
(i,ii,iii, 
iv) 
6001 
(100) 
8450 
(100) 
7497 
(100) 
8458 
(100) 
30406 
(100) 
Livestock 
(in 
number) 
14690 
(16.19) 
30843 
(33.94) 
7800 
(8.58) 
37412 
(41.37) 
90745 
(100) 
• Source : Field survey, 2003 
• Figure in bracket shows percentage 
Wheat stands third place in forms of arrivals of marketable surplus in 
periodic markets. Its average contribution is 16.38 per cent. It shows spatial 
variation from market to market. It varies from 12.38 per cent to 20.28 per 
cent. Being located in town fringe of Jalalabad, the Bajhera is recorded the 
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highest proportion of wheat arrival due to the great demand of this 
commodity in near by town. 
Pulses and oilseeds are in low proportion of marketable agricultural 
products. The average share of these commodities is 2.87 per cent in 
sampled periodic markets, because there is low production of these 
commodities in the study area. Besides, livestock transaction is special 
feature of the rural periodic markets in the country in general and in the 
study area in particular. Table 5.1 shows that an average 90,745 heads of 
livestock are transacted in the sampled markets of the area. The share of 
transacted livestock in each market to total transaction also exhibits regional 
variation. The highest proportion of livestock to total livestock transacted is 
found in Bajhera (41.37 per cent). It is followed in Rawatpur (33.97 per 
cent), Sindhouli (16.19 per cent) and the lowest proportion (8.59 per cent) is 
found in Rajpura rural periodic market. Animals cannot carried transported 
to long distance easily so they are marketed in near by periodic markets 
which are held on different days of market week following the convenience 
of market participants. 
Moreover, the marketable livestock are kept in marginal and small 
farmer as they, are rearer of livestock and size of surplus (in number of 
heads is very small). They only prefer to sell their livestock in rural markets, 
which are located at the nearest part from their houses with a view to save 
excess time and transport cost, livestock are immediately transacted after 
getting maturity to fulfil the cash demand of rearer. 
Bajhera (41.37 per cent) shows the highest proportion of livestock to 
the total livestock because this market is located along state highway and 
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near a large urban settlement (5 km) away. The available transportation 
facilities and accessibility encourage the arrival of outsider traders from 
different regions of the country. Due to this reason whole demand of 
livestock is enhanced to a considerable extent in this market. 
Table 5.2 
Proportion of Traders Dealing in Agricultural Commodities to Total 
Traders in Sampled Periodic Markets in Shahjahanpur District 
Periodic 
market 
Sindhauli 
Rawatpur 
Rajpura 
Bajhera 
Average 
Agricultural commodities 
Vegetables 
(i) 
43 
(30.71) 
80 
(33.33) 
35 
(26.92) 
70 
(28.0) 
228 
(30.0) 
Food-
grains 
(ii) 
20 
(14.29) 
25 
(10.42) 
15 
(11.54) 
20 
(8.0) 
80 
(10.53) 
Pulses : Live-
& Oil stock 
seeds (iv) 
(iii) 
7 30 
(5.0) (21.43) 
10 55 
(4.17) : (22.92) 
05 135 
(4.17) 1(26.92) 
8 
(3.2) 
30 
(3.95) 
92 
(48.42) 
212 
(27.89) 
Total 
(i,ii,iii, 
iv) 
100 
(71.43) 
170 
(70.83) 
90 
(69.23) 
190 
(76.0) 
550 
(72.37) 
Non-
agricul-
tural 
commo-
dities 
40 
(28.57) 
70 
(29.17) 
40 
(30.77) 
60 
(24) 
210 
(27.63) 
Grand 
Total 
140 
(100) 
240 
(100) 
130 
(100) 
250 
(100) 
760 
(100) 
• Source : Field Survey, 2003 
• Total sampled traders 760 
• Figure in bracket shows percentage 
Table 5.2 reveals that majority of traders in the periodic markets are 
dealing with agricultural commodities. The average percentage of 
agricultural traders to the total traders in the market is 72.37. This 
proportion varies from market to market and from commodity to 
commodity. It ranges from 69.23 per cent in Rajpura to 76.0 per cent 
Bajhera among the sampled periodic markets. Such variations are due to the 
different size and dimension of the markets. The urban and rural nature of 
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the settlement also influences the distribution of agricultural traders. The 
periodic markets, which are held near to urban centres, have larger 
proportion of agricultural traders than those in interior rural areas of the 
district. The urban population has larger demand for agricultural 
commodities. 
However, the variation in percentage of traders dealing with different 
commodities also varied. Durability and demand of commodities had much 
in such variation. The vegetables traders have dominant share in all periodic 
markets on account of their perishable Nature and daily demand. It varies 
between 26.92 per cent in Rajpura and 33.33 per cent in Rawatpur. The 
livestock traders stand at second position to the total traders in the periodic 
markets due to the fact that the study area has majority of marginal and 
small farmers and landless labours. They rear animals and sell them in 
nearby periodic markets. 
The average proportion of foodgrains trader is 10.53 per cent. It 
varies between 8.0 per cent in Bajhera and 14.29 per cent Sindhauli. The 
pulses and oilseeds traders are in low proportion on account of relatively 
lesser demand in the markets. The percentage of pulses and oil seeds traders 
ranges from 3.2 per cent to 5 per cent respectively among the sampled 
periodic markets, (Table 5.2) 
5.2 System of Transaction of Agricultural Commodities in Periodic 
Markets 
There are mainly two types of transaction of agricultural commodities 
in the periodic markets. The first is the wholesale transaction and the second 
is the retail transaction. The wholesale transaction is a process in which the 
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producers sell their commodities to whole seller on a more or less the same 
rate. It is not economical but time saving process in comparison to retail 
transaction. The retail transaction is a direct marketing process in which the 
producer seller and consumer come close to each other for the transaction. 
In this process, the former get relatively more profit than whole transaction 
rate and transaction in periodic markets are divided and operated through 
any one of the following methods 
(1) Under Cover Method 
(2) Auction Method 
(3) Open Bid Method 
(1) Under Cover Method 
This is very primitive method, which is rarely in operation in periodic 
markets. In this method, Arahtiya from both groups buyer and seller, Clasp 
their hands under a cover cloth, usually small towel of dhoti and press the 
fingers to the indicate the rate at which their buyer is ready. 
(2) Auction Method 
This is a whole sale trading process in which the buyer declares his 
bids aloud to auctioneer, who may be arahatiya, broker or seller himself. 
The goods are eventually sold to the highest bidder. However, in the same 
markets, double auction system prevails at the first auction. The market 
officials auction each heap of commodities to dalal/broker. In the second 
auction the dalal/hroker auctions their purchases to the other buyers. 
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(3) Open Bid Method 
In this method the transaction is settled by direct bidding between 
buyers and sellers individually. This is common practice both in wholesaling 
and retailing trade. 
Here the buyers may come for transaction at a time convenient to 
them. Some times they take the commodities with them and sometimes they 
leave the commodities for both the sellers on the promise to take it the same 
day. 
Besides, there is another system known as Dhara system in which 
heap of grains or vegetables of different qualities are sold at a flat rate. 
5.3 Marketing Functionaries 
The study of market functionaries, involve in trading of agricultural 
commodities, is an important aspect of rural marketing system in India. This 
system of marketing is saddled with a long chain of intermediaries, who in 
turn reduced the affective share of producers to consumer's price to a 
considerable extent. The number of middlemen or functionaries and their 
operations vary with the nature of commodities dealt with the important 
functionaries involved in agricultural marketing system and village traders, 
commission agents, itinerant traders, weigh men, arahtiyas. However, there 
are only two functionaries' arahtiyas and weighmen involved in trading of 
farm product in periodic markets. The arahtiyas brings the producer sellers 
and buyers close to each other and held them to settle the transaction. 
Weighmen are responsible for weighing of commodities after settling the 
transaction. These functionaries are involved especially in wholesale 
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trading, which occurs in a few periodic markets. In the case of retail 
marketing, which are the common features of periodic markets in which 
none intermediaries are involved. 
5.4 Imperfection of Agricultural Marketing in Periodic Markets 
Periodic marketing in developing countries like India, is a neglected 
area mainly because of subsistence nature of agriculture. It is true that the 
marketing improvement in subsistence agriculture may not be a precondition 
for the production increase but stage may be seen in agricultural 
development when further incentives to production technology without well-
developed marketing process may be hampered. The improvement in 
marketing facilities is an effective force, which may help to increase in 
agricultural products. The better remunerative price for agricultural produce 
increase the formers purchasing powers for modern technology. 
(1) Imperfection relating to Marketing of Agricultural Produce 
The farmers sometimes pay little attention towards the preparation of 
their agricultural produce for sale in the markets. Sometimes due to certain 
unavoidable constraints like bad weather, insects and disease, the crops have to 
harvest before reaching full maturity. Sometimes the produce to be sold in the 
market is not cleaned properly with the result that it has to be cleaned and 
reclined at every stage. 
The practice of mixing foreign material or adulteration in the 
agricultural produce to be sold in the market is not uncommon. The foreign 
material differs with the nature of the main commodities. For example in 
linseed the impurities may be non-oleaginous like wheat and other cereals and 
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oilseeds, while the food crops like wheat is adulterated with dirt or foreign 
matter such as oilseeds, barely, damaged and touched grain, shriveled or 
immature grains and so on. 
(2) Organizational Defects 
The organizational elements for rural agricultural marketing systems 
or producer, intermediaries, functionaries and traders who constitute the full 
structure of the markets and almost every component of this structure are 
having some defects, which are as follows 
(a) Lack of Organization Among the Producer 
The farmers have not yet realized the advantage of association or join 
action to strength their side against the trader's exploitation at the time of 
transaction. Owing to witness of organization the farmers sell their surplus 
individually in villages or towns generally at non-remunerative prices. The 
traders are well organized and therefore have a strong power in the market. 
(b) Forced Sale in Villages 
Generally the farmers are poor and need money during the pre-harvest 
season, which is provided by traders, or commission agents who advanced loan 
to the farmers for purchasing the needed agricultural inputs. However, the loan 
is advanced on the condition that the farmers must sell their produce to the 
concerned agents. Thus the farmers are obliged to sell their produce at a lower 
price. 
(c) A Long Chain of Middlemen 
The rural agricultural marketing system is saddled with long chain of 
intermediaries between the cultivators and the ultimate consumers. The number 
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of intermediaries involved in the marketing channel varies from commodity to 
commodity, e.g. paddy involves village merchants, wholesalers, retailers and 
rice mills etc. for reaching from producers hand to ultimate consumers. The 
perishable commodities involve generally intermediaries are called as village 
traders, in their movement from producers to consumers. Thus the involvement 
of intermediaries reduce the margin of profit of the producers. 
(d) Multiplicity of Market Charges 
In rural agricultural marketing, market charges are not taken at uniform 
rate in all the markets. The charges vary from market to market and even 
within the market both in number and amount. The charges, which are common 
in the markets, includes commission, brokerage, weigh men. 
(e) Multiplicity of Weights and Measures 
Multiplicity of weights and measures in a conmion features of periodic 
markets. Weights of sticks, stone, or bits of iron etc. are commonly used. This 
multiplicity of weights and measures has many ill effects. There is a greater 
opportunity for cheating the ignorant farmers and it gives rise to meet less 
complication in practice between one market and other. 
3. Infrastructural Imperfections 
(a) Absence of Grading and Standardization 
Absence of grading and standardization is a great drawback in the 
periodic marketing system. The farmers have to sell their commodities of 
different qualities at uniform rate. 
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(b) Lack of Communication Facilities 
The main difficulty, which inhibits the farmers to visit mandies or bit 
markets to get better prices, is the inadequacy of communication and 
information system. All government efforts for efficient marketing system 
will remain ineffective or unsuccessful till the communication link 
connecting the rural areas with the urban market centres are established. 
Infact, a triangular link connecting the producers with markets and official 
agencies is needed. 
(c) Lack of Storage Facilities 
Generally periodic markets have lack storage facilities which force 
the producers to sell their surplus at lower prices in glut season. In primary 
market like periodic markets, where vegetables are mainly exchanged, the 
sellers are bound to sell their commodities at low price because it is 
uneconomical to bring back the producers to home. Adequate storage 
facilities are essential to save farmers from exploitation at time when prices 
are relatively low. 
(d) Lack of Space for Auction in the Market 
Because of increasing urbanization the area of period market has been 
diminishing day by day. The farmers have to face several difficulties in 
parking their loaded cart in periodic markets. There is also the need to 
provide some civic amenities like drinking water, shelter for animal, 
security from theft etc. in the periodic markets, which at present are lacking. 
CoticCusion 
CONCLUSION 
The present study analyses the geographical condition of study area 
as well as the distribution of periodic markets and their roles in transaction 
of agricultural commodities in Shahjahanpur district. It is found that the 
study region is very much diversified and having variation in physio-socio-
cultural and economic attributes i.e. topography, climate, demography, 
agriculture, industries etc. Study revealed that the distribution of periodic 
markets have been very unevenly distributed in time and space due to 
physio-cultural diversity of the study area. The remote and inaccessible 
blocks showed highest concentration of periodic markets as the mobility of 
people and commodities are restricted to distance, which resulted in 
occurrence of more periodic markets to cater the local demand. 
Similarly the average area and population served by per periodic 
market also showed a regional variation in the study area. Central blocks 
like Kant, Dadraul, Tilhar and Katra witnessed the high ratio in terms of 
area and population in relation to periodic market. It is attributed that these 
regions have lower number of periodic markets due to being socio-
economically advance and well connected by road networks. Localization of 
urban centres has also discouraged own survival of periodic markets. 
Contrary the marginal blocks Khutar, Sindhauli and Jaitipur showed rather 
low area and population ratio. 
Temporally, the periodic markets are also distributed unevenly. The 
uneven distribution is attributed to economic status of the area and nature 
and size of demands. 
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The total number of market frequency is 243 which is spread all over 
the seven days of week. The frequency varied on different days in different 
blocks of the study area. Wednesday and Saturday are the most preferred 
days as most of the markets are bi-weekiy and the above two days have 
sufficient time duration for the meetings of the markets. It is point to note 
that the religious and cultural factors has least influence on the meeting days 
of the periodic markets in the area. 
A wide range of commodities was translated in the periodic markets. 
It includes agricultural commodities such as vegetables, foodgrains, pulses 
and oilseeds and livestock and non-agricultural commodities such as salt, 
spices, kerosene oil, washing and bathing soap, mill made cloth, readymade 
garments, cosmetic, insecticides, pesticides, fertilizer, seeds. It is quite 
obvious from the data that periodic markets in Shahjahanpur district are of 
agricultural nature. As more than 70 per cent of the total traders in almost all 
sampled markets belong to agricultural products. The size and proportion of 
agricultural marketed surplus varies with the nature of commodities. For 
foodgrains, they are accounted for relatively low proportion of marketed 
surplus in the study area. For example out of total trade the periodic markets 
account for 19 per cent in rice, 16 per cent in wheat, and 3 per cent in pulses 
and oilseeds. In case of perishable commodities like vegetables they are 
accounted for 62.19 per cent. 
The data also reveals that the trader's shares in the periodic markets 
also vary with agriculture commodities. The foodgrains traders contributed 
10.53 per cent and pulses and oilseeds traders accounted for only 3.95 
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percent, while highest proportion of traders were vegetables traders (30 per 
cent) which is followed by livestock traders (27.89 per cent). 
It is quite clear from the above discussion that periodic markets have 
been playing an important role in the transaction of agricultural commodities 
and still increasing their influence. 
It has been found that agricultural marketing, especially in periodic 
markets, faces number of difficulties. Organizational as well as infra-
structural deficiencies are not uncommon. Some f the major deficiencies are 
lack of space for auction, lack of standard weights and measures, lack of 
grading facilities, lack of management, lack of communication and 
accessibility and lack of storage facilities. 
However, there is an urgent need to reduce these problems, which 
will help the farmers and thereby help in agricultural development of the 
district. 
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PROPOSED PLAN WORK 
The proposed work on the study of Role of Periodic markets in 
Transaction of Agricultural Commodities in Shahjahanpur District covers 
different aspects of marketing geography. Location of periodic markets, 
their morphological pattern, functional structure, consumer" and trader" 
behaviour etc. and method and process of agricultural marketing which the 
farmers follow for the sale of their agricultural surplus. The aim of the study 
is to highlight the all round social and economic development, which is 
attributed to the role of the market centres. The study will be undertaken by 
collecting published and unpublished data. The primary data will have to be 
collected on the basis of field studies, interviews, observations, and 
questionnaire. The available data will be studied in order to examine the 
contribution of periodic markets together with problem and potentialities of 
the region. For example, the identification of the factors responsible for the 
origin and development of market centres. Fresh information is necessary in 
order to assess the needs in social economic fields as well as the attitude of 
the people towards the development of the region. The arrangement of 
periodic markets at the places where they are not adequately available will 
help in removing the regional imbalances of periodic markets in the study 
area. 
The proposed work for doctoral research will be accomplished in 
three stages : 
1. Library and laboratory work 
2. Field work and investigation 
3. Analysis and interpretation of collected information. 
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In the first stage an attempt will be made to collect the existing 
information through reports, libraries and research centres where data are 
likely to be available. 
After the library work, fieldwork will be necessary. Detailed data 
regarding the periodicity, nature and character of markets are not available. 
These can be obtained by undertaking field studies. Consumers and traders 
behaviour in the markets, exchange system and integration of markets in 
time and space etc. will be well understand by undertaking field work. On 
the basis of data and information collected from library and research centres 
and by fieldwork a detailed analysis and interpretation of the market centres 
and their organization will be possible. It is hoped that the proposed study 
when completed would be an addition over the existing knowledge on the 
region and will provide a base for an integrated development of the region. 
The present work of doctoral research would be undertaken under 
the following chapters. 
1. Introduction 
- History and Development of Periodic Markets 
- Periodic Markets as Central Places 
- Hierarchy of Periodic Markets 
- Organization of Periodic Markets 
- Periodic Markets and Spatial Development 
2. Geographical Outlook of Shahjahanpur District 
- The location of periodic markets in the District 
- The distribution of periodic markets and population 
- Patter of distribution of goods and services in the district. 
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3. The Internal Organization of Periodic Markets 
- A review of past work 
- The market week 
- The traders and goods traded 
- Hourly and diurnal variation in market day 
4. The Internal Relationship in Space and Time 
- A review of work done 
- Distribution of market and market days 
- Spatio-temporal pattern of market periodicity 
- Consumer and trader hypothesis in term of space-time relation. 
- Hierarchy of market and time-space relationship 
5. Consumers and Periodic Markets 
- Some empirical and theoretical consideration 
- Nesting of periodic markets 
- Temporal choice of periodic markets 
- Consumer Transaction in pei iodic markets 
6. Traders and Periodic markets 
- A review of existing literature 
- Behaviour of part-time traders in study area 
- System of whole saving and retailing on the periodic markets. 
7. Periodic Marketing Systems 
- Origin, diffusion and decline of periodic markets in study area. 
- Temporal and spatial Hierarchical Arrangements 
- The sequence of development of periodic marketing system 
8. Periodic markets and Agricultural Development 
- Transport network structure 
- Spatial pattern of market arrivals 
- Transport network and surplus. 
- Marketing agricultural surplus 
- Marketing of livestock surplus 
- Marketing of agricultural surplus in the periodic markets, 
- Marketing of livestock in the periodic markets. 
- Structure of agricultural marketing in study area. 
- Structure of animal rearing and their transaction in study area 
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GLOSSARY 
Arahatiya 
Bankati 
Bathaki 
Bhabar 
Bhangar 
Bidi 
Cheetal 
Dalai 
Dara system 
Dhak 
Domat 
Gram Sabha 
Jungle 
Kankar 
Khadar 
Kirana 
Koron 
Loo 
Mandi samiti 
Matiyar 
Munj 
Panai, Sarpet, Santha 
Tahabazari 
Tamarisk 
Tarai 
Usar 
Commission agent 
Cleared forest land in Jalalabad tahsil 
Market charge 
Tract of land near the foot-hill of the Himalayas 
Old alluvium 
A thin tube of leaf of tree filled with tobacco, foi 
smoking 
A kind of deer 
Brokerage 
Heap of grains are sold at flat rate in the system 
A kind of tree 
Loamy soils 
Administrative unit of local bodies in rural areas 
Patches of sparse forest 
Nodules of impure calcium carbonate 
New alluvium 
Grocery 
Sal tree 
Hot westerly local wind in May 
Regulated market 
Clayey loam 
A kind of tall grass 
Kinds of tall grass 
Market charge 
A kind of tall grass 
A kind of wetland 
Saline and alkali soil 
Jip-pendices 
Appendix -1 
Name of Periodic Markets, Market Day and Their Location Code in 
Shalijahanpur District 
S.No. 
I 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
Loca-
tion 
Code 
07 
27 
28 
58 
84 
120 
124 
144 
160 
174 
185 
199 
211 
217 
231 
250 
253 
271 
273 
294 
295 
312 
321 
323 
331 
333 
Market 
Deokali 
Nabhichi 
Gulria 
Manpur Pipria 
Mohiuddinpur 
Muria Chhawan 
Dhaka Ghanshyaml 
Tindwa Nagria 
Mudia Kurimiyat 
Banda 
Dalelpur Jagdishpur 
Durjanpur Kalan 
Sultanpur 
Kurraiya Khurd 
Kalan 
Muradpur 
Dhanega 
Gora 
Hamirpur 
Jograjpur 
Kesarpur Kalan 
Nawadia Navvajpur 
Harnai 
Silmra Khurad Kalan 
Muradpur Nivia 
Khera 
Nadutha Devidas 
Nawadia 
Community 
Development 
Block 
Banda 
Banda 
Banda 
Banda 
Banda 
Banda 
Banda 
Banda 
Banda 
Banda 
Banda 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Khutar 
Market Days 
Tue, Sat 
Wed, Sun 
Thu, Sun 
Wed, Sun 
Tue, Fri 
Sun 
Fri 
Tue, Sat 
Wed, Sat 
Mon, Tue 
Tue, Sun 
Tue, Sun 
Wed, Sun 
Mon, Wed 
Tue, Sun 
Tue, Fri 
Tue, Fri 
Sat 
Mon 
Tue, Fri 
Tue, Fri 
Wed, Sat 
Wed, Sat 
Tue, Fri 
Mon, Tue 
Wed, Sat 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
50 
51 
52 
53 
54 
55 
56 
57 
58 
59 
60 
394 
461 
484 
511 
520 
567 
611 
634 
636 
669 
676 
689 
693 
715 
727 
740 
749 
753 
766 
768 
782 
787 
792 
805 
009 
057 
136 
157 
178 
182 
187 
199 
203 
216 
Rampur Kalan 
Nahil 
Nawabpur Ganga 
Mahua Phathak 
Baragaon 
Pakria Hakim 
Jawan 
Chama Ruria 
Bhakhtyarpur bhitiya 
Bhindapar Guddipur 
Golaraipur 
Panwari 
Katia Buzurg 
Sindhauli 
Alampur 
Karaun Kemyan 
Anawa 
Patai 
Gandhpur 
Mudia Pawar 
Mahua Durg 
Babauri 
Pilkhana 
Mahasir 
Nawada Darabast 
Khudaganj 
Ukhari 
Bairari Baisara 
BChera Rath 
Bajhera Bhagkampur 
Alampur 
Jaitipur 
Ali Akbarpur 
Marena 
Khutar 
Powayan 
Powayan 
Powayan 
Powayan 
Powayan 
Powayan 
Sindhaul 
Sindhaul 
Sindhaul] 
Sindhaul 
Sindhaul 
Sindhaul 
Sindhaul 
Sindhaul 
Sindhauli 
Sindhaul 
Sindhaul 
Sindhaul 
Sindhaul 
Sindhaul] 
Sindhaul] 
Sindhaul] 
Sindhaul] 
I 
I 
I 
Katra 
Katra 
Katra 
Jaitipur 
Jaitipur 
Jaitipur 
Jaitipur 
Jaitipur 
Jaitipur 
Jaitipur 
Mon, Fri 
Mon 
Mon, Tue 
Tue, Fri 
Mon, Tue, Sat 
Tue, Fri 
Tue, Fri 
Wed, sat 
Mon, Tue 
Mon, Thu 
Wed, Sat 
Tue, Sun 
Thu, Sun 
Thu, Sun 
Mon, Tue 
Tue 
Tue, Sat 
Fri 
Sat 
Tue, Sat 
Wed 
Thu 
Mon, Fri 
Sat 
Mon, Fri 
Wed, Sat 
Wed, Sat 
Wed 
Mon, wed 
Mon, Wed 
Tue, Sat 
Thu, Sun 
Mon, Fri 
Tue 
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61 
62 
63 
64 
65 
66 
67 
68 
69 
70 
71 
72 
73 
74 
75 
76 
77 
78 
79 
80 
81 
82 
83 
84 
85 
86 
87 
88 
89 
90 
91 
92 
93 
94 
220 
229 
230 
231 
232 
252 
275 
283 
289 
308 
315 
318 
331 
341 
422 
442 
451 
502 
516 
521 
522 
555 
564 
570 
580 
594 
605 
614 
19 
155 
179 
230 
243 
304 
Dabhoura Simra 
Nagla Ahatmali 
Kanhani Ahatmali 
Mowar 
Bari Prasindhpur 
Garhiya Rangeen 
Khamariya 
Shankarpur Pitrihai 
Gulriya 
Banri 
Rajputpur urf Chiti 
Brah Mohabbatpur 
Virsinghpur 
Samdhana 
Khandsor 
Rajpur 
Janra Bhoor 
Jindpura 
Bhatpura Mishr 
Patrajpur 
Sanda Khas 
Andkhera 
Pasona Khalipur 
Dadiya 
Baraincha 
Arely Ismulpur 
Nigohi Khas 
Udara 
Barua Patti Sanayak 
Rawatpur 
Kurriya Kalan 
Parasin 
Ghosgawn 
Chandapur 
Jait 
Jait 
Jait 
Jait 
Jait] 
Jait 
Jaiti 
Jait] 
Jait 
Jait 
Jait 
Jait 
Jait 
Jait 
Jait 
Jait 
Jait 
ipur 
ipur 
ipur 
ipur 
ipur 
ipur 
ipur 
pur 
ipur 
ipur 
ipur 
ipur 
ipur 
ipur 
ipur 
ipur 
ipur 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Nigohi 
Kant 
Kant 
Kant 
Dadraul 
Dadraul 
Dadraul 
Tue, Sat 
Sat 
Wed 
Sat 
Wed 
Wed, Thu, Sat 
Wed, Sun 
Wed, Sun 
Tue 
Wed 
Wed, Sat, Sun 
Tue, Sat 
Sat. 
Sat 
Wed 
Sat 
Mon 
Tue, Fri, Sun 
Tue, Sun 
Tue, Fri 
Wed, Fri, Sun 
Thu 
Tue, Sat 
Wed, Sun 
Thu, Sun 
Tue, Sat 
Mon, Wed, Fri 
Thu 
Fri 
Wed 
Thu, Sun 
Mon 
Tue, Sat 
Mon, Fri 
115 
95 
96 
97 
98 
99 
100 
101 
102 
103 
104 
105 
106 
107 
108 
109 
110 
111 
112 
113 
114 
115 
116 
117 
118 
119 
120 
121 
122 
123 
124 
125 
126 
127 
333 
345 
352 
391 
411 
417 
418 
432 
490 
496 
498 
501 
512 
530 
540 
19 
22 
44 
45 
74 
75 
78 
85 
103 
109 
no 
112 
143 
148 
158 
172 
176 
185 
Pandaincha 
Fatteypur 
Khiriaheer 
Mukharranpur 
Udaipur 
Bartara 
Stauriajampur 
Katia Kammu 
Pasgawan 
Behati 
Kahila Rudrapur 
Shera Mau South 
Atabujurg 
Gurri Zamime 
Etauria 
Sarsawn 
Kundariya 
Parour 
Bara Kalan 
Bara Khurd 
Rafia Bad Kalan 
Umdapur 
Rukanpur 
Bikrampur 
Etmadpur Chuck 
Kauhi 
Hardwara 
Haidalpur 
Zarouli 
Choura Buger khet 
Kilapur Kalan 
Theria 
Mirzapur 
Pirttipur Dhai 
Dadraul 
Dadraul 
Dadraul 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Bhabalkhera 
Kalan 
Kalan 
Kalan 
Kalan 
Kalan 
Kalan 
Kalan 
Kalan 
Kalan 
Mirzapur 
Mirzapur 
Mirzapur 
Mirzapur 
Mirzapur 
Mirzapur 
Mirzapur 
Mirzapur 
Mirzapur 
Sat 
Mon 
Mon, Thu 
Sat. 
Wed 
Tue, Sat 
Thu, Sun 
Wed 
Sat 
Wed, Sat 
Thu, Sun 
Wed 
Tue, Thu 
Thu, Sat 
Wed, Sun 
Mon, Wed, Sat 
Mon, Sat 
Wed, Sun 
Wed, Sun 
Tue, Fri 
Sat 
Sat 
Tue 
Wed, Sun 
Thu, Sun 
Wed 
Sun 
Wed, Sat 
Mon, Fri 
Wed, Sun 
Tue, Sat 
Tue, Fri 
Wed 
116 
128 
129 
130 
131 
132 
133 
134 
135 
136 
137 
138. 
139. 
189 
198 
203 
210 
222 
240 
242 
250 
261 
301 
410 
430 
Bharatpur 
Zarenpur 
Singha Yusufpur 
Bangoan 
Nizampur Nagria 
Fatehpur Biria 
Barua 
Dari Gulab 
Mahsoolpur urf 
Nayagaon 
Khandar 
Chourasi 
AUahganj 
Mirzapur 
Mirzapur 
Mirzapur 
Mirzapur 
Jalalabad 
Jalalabad 
Jalalabad 
Jalalabad 
Jalalabad 
Jalalabad 
Jalalabad 
Jalalabad 
Thu 
Mon, Wed, Sun 
Tue, Sat 
Wed, Sun 
Tue, Sat 
Wed, Sun 
Tue, Sat 
Tue, Fri 
Tue, Sat 
Wed, Sun 
Tue, Sun 
Mon, Tue 
Source : Census of India, 1991 
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GENERAL INFORMATION ABOUT MARKET 
1. Name and Place Block 
2. Tahsil District Distance from H.Q. of Distt (km.). 
3. Establishment date month. Year 
4. Period Day Time 
5. Name of Market Owner Religion/Caste 
6. Peak season of market 
7. Agricultural Commodities for Marketing 
(i) Food grains 
(ii) Pulses 
(iii) Oil seeds 
(iv) Vegetables 
(v) Other 
(vi) Livestock—Bufifaloes/Cow/Goat (he/she)/Poultry/Camel/Pig/Others 
(vii) Meat—Beef/Mutton/Chicken/Pork/Others 
8. Non-Agricultural Commodities/Others 
9. Ratio of Agricultural and Non-Agricultural Commodities 
10. Mode of Transport 
11. Total Number of purchasers Ratio (U/R). 
12. Total Number of Traders Ratio (U/R). 
13. Other Remarks 
Dated Signature of Investigator 
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QUESTIONNAIRE - TRADER / SELLER 
1. Name Sex. Age Religion/Caste 
2. Place of Residence (U/R) Distance (Km.) 
3. Block Tahsil District 
4. Education Number of Family Members 
5. Mother Tongue Other Languages 
6. Status—Hawker/Retailer/Whole Seller/Farmer/Rearer/Enterpriser/Middleman/Others 
7. Commodities 
8. If, farmer, size of land holding Other occupation 
9. Number of markets you visit in a week 
10. Purpose of visiting 
11. Name of day Place Distance from here (km) Distance from residence (km) 
Sunday 
Monday 
Tuesday 
Wednesday 
Thursday 
Friday ^ 
Saturday 
12. From where you collect commodities 
Place Distance from here (km) Distance from residence (km) 
13. To whom you sell these commodities 
14. Sovirce of finance for trading/SelfSankA^illage Loaner/Others 
15. From how many years you are involved in this work 
16. Totallncome Income in this market (One Day). 
17. Mode of Transport 
18. Problems in trading/Selling 
19. Other remarks. 
Dated Signature of Investigator 
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